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One of many possible combinations in Pebble Beige. 


Color-styled GF STEEL PARTITIONS 
make work more enjoyable 


Here’s the practical, low-cost way to meet changing needs for private work enclosures 


Yes, work is more fun when the distrac- 
tions always present in large open work 
areas are minimized—when private 
enclosures are perfectly matched to job 
requirements. Color, too, plays its part 


in creating the ideal work station. 


You can have all these advantages with 
GF steel partitions. They’re completely 
flexible, made up of a variety of stand- 
ard-size posts and panels with a choice 
of clear or opaque glass, steel, cork- 
board, chalkboard or acoustical inserts. 
They come in four standard heights, 


with doors available where desired, 


enabling you to attain the exact degree 


of privacy needed. 


Because of their simplicity, free-stand- 
ing GF partitions are easily and quickly 
rearranged by your own maintenance 
men, generally without disturbing 
normal work flow. In this way you can 
always make the most efficient use of 
floor space and still provide proper 
facilities for each job. 

Because of the importance of color- 
styling in today’s business quarters, 
GF partitions are available in two 


beautiful decorator colors, Balboa 


MODE-MAKER, GENERALAIRE, 1600 LINE DESKS ® GOODFORM ALUMINUM CHAIRS 
SUPER-FILER MECHANIZED FILING EQUIPMENT @ GF ADJUSTABLE STEEL SHELVING 


GF metal business furniture is a GOOD investment 


(Circle number 260 for more information) 






Green and Pebble Beige, in addition to 


standard Gray—at no extra charge. 


For greater efficiency and higher em- 
ployee morale, now and for years to 
come, learn all about GF steel partitions 
—how they can be fitted to your specific 
needs. Call your local GF branch or 
dealer or write for color catalog. The 
General Fireproofing Company, Dept. 
M-66, Youngstown 1, Ohio. 
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Foremost in Metal Business Furniture 
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The Olivetti Printing Calculator unsnarls tangled 
business figures quickly and economically. It auto- 
matically multiplies and divides (without mental 
counting of any kind, including counting for 
positioning), is also a speedy 10-key adding ma- 
chine, with automatic credit balance. Easy to 
operate, it is literally two machines in one. The 
printed tape is a permanent record, for fast check- 
ing, filing or attaching to work papers. Many 
companies have standardized on this rugged, 
proven machine, which is guaranteed for 12 
months instead of the usual 90 days. 
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Are you also acquainted with Olivetti’s other 
printing calculator, with the double register and 
the “memory”? With Olivetti’s accounting and 
posting machines? Hand, electric and duplex add- 
ing machines? Electric, standard and portable 
typewriters? Remarkably efficient and dependable, 
they require a minimum of maintenance; service 
and spare parts are quickly available through 
dealers in 48 states. Branch offices and showrooms 
in New York, Chicago and San Francisco. Olivetti 
Corporation of America, 580 Fifth Ave., New York. 


(Circle number 262 for more information) 
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NORMAN ROCKWELL: “In an illustration... just as in a letter...paper is basic. It’s expressive. If it is carefully selected it can contribute 
much to the total effect.” —Mr. Rockwell’s human interest illustrations have long been family favorites throughout America. 


Better papers are made with Cotton Fiber“ 


Through the years papers made of cotton fiber have been symbols of prestige. Serre 
And for good reason. This special fiber is responsible for the exceptional beauty, 

strength and permanence these papers possess. The unique processes and equip- 

ment used in making cotton fiber papers represent one of the proudest achieve- 

ments of the paper-making art. Don’t compromise quality or performance. Choose 

cotton fiber papers. They add so much to effectiveness . . . so little to cost. 

YOUR SUPPLIER KNOWS. ... why papers made of cotton fiber (25% mini- 

mum to 100% in the best grades) perform better in a variety of uses. Ask him 

about cotton fiber business and social stationery, indexes, ledgers, onion skin and 


drawing, tracing, blue print and other papers. PAPERS 


*¥LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 


©Cotton Fiber Paper Manufacturers, 122 East 42nd St., N.Y.C. 
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Whenever you have personnel to move for your company, 
you'll find they like Mayflower Service. Top executives, sales- 


‘ ies Member of Business Publications Audit 
men, engineers, research people... whatever their position... 


SUBSCRIPTIONS: In United States and Posses- 


report complete satisfaction with Mayflower. For example, sions, one year $5.00. Canada, one year $6.00. 
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satisfied in the moving of my household goods, and I shall Greenwich, Conn. 
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administrative problems. For that reason we never 
highlight a problem without offering at least a 
partial solution or a recommended course of ac- 
7-43 RO tion. Whenever possible, we like to offer the 
| reader something he can do right now to correct 
a procedure or solve a problem in his business. 
Much of our editorial material comes from busi- 
NATION-WIDE ness and management specialists, as well as 
FURNITURE MOVERS from active businessmen, at all levels of man- 
agement. We endeavor to return all manuscripts 
However, we assume no responsibility for ma- 
terial not specially requested by us. 


AMERICA'S FINEST LONG-DISTANCE MOVING SERVICE Oh RRR AEN RRR 
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Next time you have personnel to move, call Mayflower, won’t 
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GENERAL NUCLEAR ENGINEERING CORPORATION 





Glace Engineering Corporation 


CONSULTING ENGINEERS 


Where work and play are combined—profitably! Join these major business 
firms who have located in this area during the past thirty months. Qualified 
workers, excellent schools, recreational and cultural activities, fine trans- 
portation, well-balanced industrial and commercial growth, outstanding 
community spirit and progressiveness . . . an ideal area in which to locate. 
Write on your letterhead today for informative literature. 


Note: Persons seeking positions with St. Petersburg industries, please write Florida 
State Employment Service, 1004 First Avenue North. 






ST. PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director Dept. MM St. Petersburg, Florida 
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with a custom-fitted DO/MORE chair 


No matter how tough your working day, you feel 
as fit as the man who has time for fun on the 
fairways ... fresh and alive from 9 through 5. 
Because the chair you sit in really fits YOU! 
Do/More executive chairs are custom-tailored . . . 
fitted with expert care to your exact physical pro- 
portions . . . individually adjusted to keep you 
sitting comfortably in healthful, efficient working 
posture. And what a restful, zestful difference 
that makes in the way you feel—and work! 

(Do/More also offers you the smartest Raymond 
Loewy styling—in your choice of finishes, cover- 
ings and colors.) 


See what a Do/More can do for you. 
We'll be glad to let you try one in your office for 


' 10 days without any obligation—or send you full 


information. Write: DOMORE Chair Company, 
Inc., 2404 Sterling Ave., Elkhart, Indiana. 





the only chair 
that’s FIT for you 
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YOU CAN RESERVE AIR FREIGHT SPACE 
ON ANY FLIGHT IN THIS TIMETABLE 
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On United, you can reserve Air Freight space the same way 


you reserve passenger space—and on any of 900 daily flights! Examples of United’s Air Freight rates 


r 100 ds* 
The same United timetable you use to get places CHICAGO to CLEVELAND .........._. $4.78 


quickly and comfortably can be used to schedule large NEW YORK DETRON .. . . Ce eee 
or small Air Freight shipments (from pounds to tons). DENVER @OMAMA ....... « xs @ cee eee 

Air Freight moves on all United flights. And United SEATTLE to LOS ANGELES... 2. J 66s. 
will reserve space for your shipment on whatever flight PHILADELPHIA to PORTLAND. ......... . 24.15 


you select. SAN FRANCISCO to BOSTON .......... . 27.0 

This is called “Reserved Air Freight.” It’s United's *These are the rates for many commodities. They are often lower for larger ship- 

sa P . A; ai i> “cr . ments. Rates shown are for information only, are subject to change, and do not 
way of handling Air Freight shipments with all the _jjciude the 3% federal tax on domestic shipments. 


speed, frequency and schedule dependability of regu- 
lar passenger service. In fact, United will even pick 
up and deliver your shipment. 


Vancouver, B. C. 


To guarantee the space you need on the flight you 
want, you simply call United’s local Air Freight office 
three hours or more before flight time. They'll clear 
and hold the space for you. 


No other airline does so much to make shipping so 
fast, so easy, so dependable. And at rates you'll find 
pleasantly surprising. 


Door-to-door service 











For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 
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answers the turn of a knob with: 


LOUD SPEAKER 
PAGING 


PUSH-BUTTON 
TELEPHONING 


MORALE-BUILDING 
MUSIC 


ANNOUNCEMENTS 
TO EMPLOYEES 


all without one penny of capital investment, thanks to 
the STROMBERG-CARLSON LEASE PLAN. To learn;without 
any obligation, how a custom-engineered installation can 
raise your firm’s efficiency to a new high, providing for 
daily communication and for emergency announcements, 
just return the coupon. Of course, you may purchase 
this same equipment outright, if you wish 


SC STROMBERG-CARLSON 


% 
2 
2 


A DIVISION OF GENERAL DYNAMICS CORPORATION 
1703 UNIVERSITY AVENUE ¢ ROCHESTER 3, N. Y. 


Sac’ 


We'd like to know { [_] Your lease plan 


more about: ) [|] Your custom built communication system 


Address 





po------------ 
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Oxford PENDAFLEX® saves time cong 





“a Note the “keyboard” level of 
the Pendaflex hanging folder 
tabs, assuring fast, accurate 


and space at GRUMMAN AIRCRAFT 


Purchase Order filing at Grumman Air- 
craft had grown untijmore than 200,000 
manila folders were crowded in 550 filing 
cabinet drawers, averaging 400 folders to 
the drawer. 


But the obvious answer, “buy more filing 
cabinets,” was not the right answer. 


More cabinets would not eliminate basic 
filing troubles inherent in the conventional 
folders of the conventional system. 


D. Waldner Company, the local Pendaflex 
distributor installed the new Oxford 
Pendaflex Middle Digit system, with these 
gratifying results: 


No additional filing cabinets needed, either 
now or in the forseeable future. 


Equal and ample working space is now a 
permanent feature in every drawer. 





Frequent redistribution of folders to reac- 
tivate emptied drawers was eliminated. 
Total floor space required was reduced 
from 1250 to 1150 square feet. 

Filing activity, which previously was con- 
centrated in the few cabinets holding the 
most recently issued series of numbers, is 
now dispersed equally among all cabinets. 
Wm. N. Robertson, Manager of Procure- 
ment for Grumman, writes ‘““‘We have 
gained space, speed and accuracy. Oxford 
Pendaflex has exceeded the claims in your 
proposal.” 

Oxford Pendaflex Middle Digit is one of 
the NEW Oxford filing methods that have 
broken a 30-year inertia in filing progress. 
These new methods use modern Oxford 
Pendaflex hanging folders and will 
improve any filing department operation 
large or small. 


Oxford 


You'll be interested in reading 
filing case-histories that may 
help with your filing problem. 
Fill in and mail the coupon 
today. 


P Sass eee Ss eee eens 





FIRST NAME IN FILING ld 


rs Guides Cards, Expanding cnverore® : 
OXFORD FILING SUPPLY CO., INC. , 
Garden City St. Louis Chicago Los Angeles ! 





i Oxford Filing Supply Co., Inc. e 
16 Clinton Road, Garden City, N.Y. 2 
Send case-history of Grumman Aircraft Penda- # 
flex installation, and details of Middle Digit, g 
Integrated Name, and other NEW Oxford filing 4 
systems. 
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0 THE COMMONWEALTH OF PENNSYLVANIA 0 


Pennsylvania Industrial Development Authority announces 





The Pennsylvania Plan: 


“100% financing 
for your new plant” 


through Pennsylvania’s Community-State Building Programs 


A message to Manufacturers seeking a New Plant Site 


New 25-year, 2% interest Second Mortgage Loans by the 
Pennsylvania Industrial Development Authority offer unique 
assistance to community industrial programs*. . . help “close 
the financing gap” to assure low cost 100% financing of 
your new plant building in Pennsylvania. 


Added to commercial First Mortgages, plus funds sup- 
plied by local communities — these new loans can reduce de- 
mands on your working capital for a new industrial structure. 


Over 70 Pennsylvania communities now have fund raising 
experienoe in the organizing and capitalizing of industrial 
buildings. Several plant shells are ready for completion. 


As a businessman, you work directly with these commun- 
ities and private lending agencies. 


You specify plant construction details. You have the 
choice of purchase, lease-purchase or straight leasing ar- 
rangements on highly attractive terms. You select the type 
of community that best suits your location requirements. 


*110 community-sponsored industrial plants 
constructed in Pennsylvania since 1945. 


100% FINANCING AT A GLANCE 
How P.I.D.A. 2nd Mortgage Funds “close the financing 
gap”... encourage sound investment by private capital: 
Industrial Plant Construction Costs — 
Subscribed by local non-profit community-sponsored 
builder-owner corporations. 20% 
2nd Mortgage Loan, Pennsylvania Industrial Devel- 
opment Authority. 30% 


Ist Mortgage Loan obtained from banks, insurance 
companies and similar lending institutions. 50% 





Total financing, secured through local subscriptions 
and mortgage loans, without cash investment by the 
manufacturer. 100% 


MORE DATA ON P.1.D.A. 2ND MORTGAGE LOANS 
Minimum interest rate, 2% per annum. 
Maximum term, 25 years. 


Available on up to 30% of industrial plant construction 
costs. 

Made to non-profit community corporations organized to 
encourage local industrial development. The Authority does 
not engage in direct construction or ownership. 


Limited to Labor-Surplus Areas... assuring a plentiful 
supply of skilled labor, high productivity, low labor costs 
... from stable, permanently-rooted small town people. 


For free copy of “Plant Location Services’ pamphlet, or for more details 
on 100% financing, write or call: Pennsylvania Department of Commerce 
Pennsylvania Industrial Development Authority 

Main Capitol Building, 507 State Street 

Harrisburg, Pennsylvania 

Phone: CEdar 4-2912 


o> “Plant” your business in Pe nnsylvania and prosper! 5 
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For long-distance moving 





Ms 


It’s good to remember 


that GREYVAN means reliable 
GREYHOUND service! 


Bo ae Ss 


You HAveE undoubtedly discovered that people are the big- 
gest part of the moving problem. People who are sincerely and 
understandably concerned about their household treasures. 


As Part of Greyhound Lines, GREYVAN has been dealing 
with people for a long, long time. We understand them. And 
we understand the problems of Traffic and Personnel Manage- 
ment, too. We know the importance — to you and to us—of 
performing what we promise to your people. Courteous and 
convenient service — swift, sure and safe—in packing, haul- 
ing, storing and unpacking. That’s why more and more 
Traffic Managers advise—give it to GREYVAN ... to be sure! 


GREYVAN LINES 


INCORPORATED 






General Office: 57 West Grand Avenue, Chicago 10 


THE GREYHOUND MOVERS 


LONG-DISTANCE MOVING AND STORAGE 


(Circle number 273 for more information 


MANAGEMENT METHODS 

















ONE OF THE MANY ATTRACTIVE, modern housing units planned and built 


by the Centex Construction Company. 


SS et Ss 
COMBINED OPE 
on this National ‘31’’. 


fie igs f. 


RATION. Customers’ accounts, company records, and payroll are posted 





“Our @alional System 


saves us °/,/40 a year... 
pays for itself every 11 months!” 


—Centex Construction Company, Dollas, Texus 


“In 1950 we built 300 homes, in 1955 
over 4000—with this tremendous ex- 
pansion we had to have an efficient 
accounting system!’’ writes Robert 

Rowe, Treasurer of the Centex 
Construction Co. ‘‘Our National 
System is all of that and more. It 
saves us over $7,740 a year! 

“‘We use a National ‘Class 31’ for 
all our payroll and Labor Distribu- 
tion accounting. The speed and effi- 
ciency of this arrangement has en- 
abled us to eliminate the cost of an 
outside Service Bureau, a saving of 
$335 a month, and we realize a sav- 


ings in personnel costs of $145 each 
month. 

“Our National System keeps our 
records always up-to-date and gives 
us better information in less time. 
This makes auditing easier and less 
expensive—another significant cost 
reduction. Taking all these savings 
together; our National System pays 
for itself every 11 months!” 


Gftbelb Gtbw-e.- 


Treasurer, Centex Construction Company, Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


MAY 1957 
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ROBERT G. ROWE, Treasurer of the above 
company. 


Here is an opportunity to cut costs and 
increase profits in your business operation. 
A National System will quickly pay for 
itself through savings, then continue return- 
ing these savings as extra yearly profit. 
Call your nearby National representative — 
a trained systems analyst. He’s listed in the 
yellow pages of your phone book. 


he: 








14 


GE oh ee 2 OT Wee 
New All-Electric copy maker 
...00w at a new low cost! 











Dry process machine gives you copies 
in 4 seconds made by electricity alone! 


All-new and All-Electric! The newly styled THERMO-FAX 
‘Secretary’’ Copying Machine gives you copies of letters, 
statements, orders, invoices and other business data right 
when you need them. Exclusive process eliminates chemi- 
cals, negatives, liquids and fumes 
from office copying forever. You 
make copies in 4 quick seconds 
for as little as 5¢ per copy. Now 
you get all these exclusive ad- 
vantages of the only dry process 
copy maker at the new Jow cost 
of only $299*. Send coupon be- 
low for complete details today. 

*Suggested retail price 


eAODUcr o, 


3M The terms THERMO-FAX and SECRETARY are trademarks of Minnesota Mining & Mfg. Co., St. Paul 
7 © ~=6«6, Minn. General Export: 99 Park Avenue, New York 16, N.Y. In Canada: P.O. Box 757, London, Ont. 





® 
ermo-rax 
stand 


COPYING PRODUCTS 























oo Cee eed 5 
| Minnesota Mining & Manufacturing Co. | 
| Dept. NK-57, St. Paul 6, Minnesota | 
| Send full details on the cost-cutting new THERMO-FAX “Secretary” | 
| Copying Machine. | 
l | 
| Name | 
| Company__ 
I a tots mae l 
| City. caine ae | aS | 
L 4 


(Circle number 275 for more information) 














LETTERS TO THE EDITOR 


Feeding employees 
Sir: We have read with great interest 
your excellent treatment of the Socony 
Mobil dining rooms in their new mid- 
town building. It has occurred to us 
that your readers might like to know 
an interesting statistic which dramati- 
cally illustrates the success of this in- 
stallation from both the management 
and employee points of view. 

In the seven months since this feed- 
ing facility has been in operation, over 
90% of Socony Mobil employees and 
executives have been eating here. 

DAVID J. BERGE 

EXECUTIVE VICE PRESIDENT 
THE BRASS RAIL, INC. 

NEW YORK CITY 


Authentic quote 


Sm: In the February issue of Man- 
AGEMENT METHOps, your article “Pro- 
file of a New Kind of Manager” car- 
ries a paragraph which purportedly is 
a quote by Walter Reuther: “Time 
study, like the machine, is a product 
of industrial society and is here to stay 
until an alternative method superior 
to it can be found. Unions, or for that 
matter, anyone who denounces time 
study and refuses to participate in its 
use must bear the responsibility of 
either furnishing a superior alterna- 
tive technique for measuring work or 
of appearing to be irresponsible.” 

If it is possible ...MId like to 
have some authentication that it act- 
ually was his statement. 

R. G. HUMMER 
GENERAL MANAGER 
FOLDING CARRIER CORP. 
OKLAHOMA CITY 


= The statement is excerpted from a 
document published by the Time 
Study and Engineering Department of 
the International UAW-C1O and titled 
“A Guide to the Principles of Time 
Study.” This manual was designed to 
acquaint local UAW unions with time 
studies and the principles which apply 
in their conduct. The manual carries 
a “Foreword” by Reuther, then Inter- 
national President, UAW-CIO. EprtroR 


I ook before you leap 


Sir: I read with extreme interest the 
article in the April issue entitled “Look 
before you leap to the suburbs” by 
William F. Lotz, Jr. Much has been 
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punch or reader. Set up a demonstration appoint- 
ment with your nearby Friden Man. 


a ae 





The Friden Computyper delivers 
complete invoices at rate of 10 digits 
per second. Typist-operator enters 
only heading, quantity, unit price, ete. 
The Computyper figures extensions, 
additions, deductions and totals. 
Calculating and recording of 
calculations are automatic. 
Inventory, cost analysis, sales 
distribution and other statistics are 
systemized similarly by the Computyper. 


®@ Shown above is Model C Computyper, an IDP ® 
Tape-Talk (common language) machine with auto- 
matic tape-punch and reader. It produces and in- 
terprets punched tape or edge-punch cards, thus 
makes possible automatic transfer of data to 
punched cards or accounting records by other IDP brings you an automatic office 
machines. Also available: model B, without tape 


©Friden Calculating Machine Co., Inc., San Leandro, California 
. sales, instruction, service throughout U.S. and world. 
Commercial Controls Corporation, Rochester, N. Y., Subsidiary. 
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e A ringside spot for your plant in 
B&O’s Land of Big Opportunity puts 
you close for distribution to the na- 
tion’s biggest markets . . . industrial 
and consumer. 

Fast, dependable, modern trans- 
portation, raw materials, electric en- 
ergy and skillful employees available in 
greatest measure. To find that site 
suited to your needs— 


PHONE OR WRITE: 


A. W. KNABE, Industrial Ageat 
BALTIMORE 1—LExington 9-0400 


FERENCE, Industrial Development Agt. A. C. TODD, Industrial Ageat 
@EMNEW YORK 4—Dighy 4.1600 CRICHNMATI 2—DUnbar 1-200 


) FIELDING H. LEWIS, Industrial Agent —W. E. OLIVER, Industrial Agent 
| Huvapunen 22--Coert 1-0228 CHICAGO 7—WAbash 2-2211 





i 
BALTIMORE & OHIO RAILROAD 


Constantly doing things — better! 
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written recently pertaining to the ad- 


| vantages of avoiding the high taxes 


and crowded conditions of our large 


| cities by moving plants and offices 


into the suburbs. The other side of the 
question “to move or not to move” has 


| been somewhat neglected. Mr. Lotz’s 


article filled this gap very neatly. 

As pointed out in the article, there 
can be no “pat” answer to the city vs. 
suburb auestion. Each firm must study 
the problem in relation to its special 
needs and requirements. A detailed in- 
vestigation into all of the influencing 
factors mentioned by Mr. Lotz is a 
necessary prerequisite to a sound de- 
cision. A superficial survey which ig- 
nores or fails to fully explore any 


pertinent fact can be disastrous. 


“Look before you leap” is another 
example of your commendable edito- 
rial policy of providing your readers 
with practical solutions to manage- 
ment problems. Congratulations on a 
consistently fine job. 

ROBERT W. GEARY 
ASSISTANT TO THE PRESIDENT 
LEAHY & CO., NEW YORK CITY 


Poor taste? 


Sm: Your front on MANAGEMENT 
Metuops for March 1957 is not only 
in poor taste, but certainly gives young 


| men in business a false impression of 
| what it takes to become successful. 


If either Rockwell Jr. or Sr. have 


| a desk so cluttered as shown in these 
| pictures, I certainly feel sorry for 


them, as I have often heard and firm- 
ly believe a cluttered desk indicates 
a cluttered mind. 

I do hope your taste will improve 


| on future issues, unless of course you 


want to insert a cigaret ad and sell 
the front page for this revenue. 

RUSSELL W. CARR, C.P.A. 

VON TOBEL AND CARR 

DENVER 


= Away with old fashioned notions of 


what constitutes success! While others 


toil at relating company growth in- 
dexes, figures-in-the-black, and pro- 
duction quantities to a man’s success 
(or failure), comes now a suggestion of 


| penetrating insight. Why not relate 


the state of a man’s desk to his situa- 
tion in life? How simple—how unique- 


| ly conceived! Are your papers neatly 


stacked? Pencils sharpened (and in a 
row)? Has the ashtray been emptied? 
What's that? “Production is off two 
points from this time last season?” 
Never mind. The pure in heart will 
always win. Is not success assured: 
Your desk is neat and orderly. There is 
a sigh that often goes up within the 
mossy walls of management research 


| institutions: “My kingdom for a sig- 
| nificant correlation . . .” 


EDITOR 
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WORK SMARTER...NOT HARDER! 


use CLecViorrci. eanghand.. 


... to deliver your messages 
— instantly ... accurately ...in writing — 
with copies to all concerned. 
TelAutograph* telescriber 


systems of Electronic Longhand 
are manufactured by 


7 


CORPORATION 
Los Angeles 45, California 


Once and for all— end costly delays of inefficient 
messenger, expediting or stock-chasing systems... puta 
stop to interruptions of important work . .. wipe out 

the mistakes of oral communication. Easily used by anyone, 
TelAutograph* telescriber systems of ELECTRONIC 
LONGHAND cut overhead, speed workflow, boost efficiency. 


Whether your work involves processing materials Pioneer in 
... processing papers... or providing services... ELECTRONIC ee 
Stine: 


LONGHAND will help you work smarter, not harder. 
To get the complete details — without obligation — 
simply fill out and mail this coupon today... 


(ia oe A5 / I want to WORK SMARTER, NOT HARDER. Mail literature on 


NAME POSITION 














STREET cITY 











COUNTY STATE 








TYPE OF BUSINESS 





©57 Telitograph CORP. 


*Trademork Reg. U.S. Pat. Off. 


| 
| 
| 
| 
| 
| 
COMPANY 
| 
| 
| 
| 
| 
| 


TELAUTOGRAPH CORPORATION « 8700 Bellanca Ave., Los Angeles 45, California Dept. B 
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AN D/L ML survey OF COMPANY PRACTICE 


Are management training programs 


Leaders may be 

. born, not made, but today’s for- 
back-to-school movement among executives. Surg- ward-thinking corporations aren’t 
taking any chances. In increasing 
numbers they’re encouraging both 





Most firms agree they can't afford to ignore the 


ing enrollment in seminars, conferences and cam- 


pus courses is in itself evidence of value received. junior and senior executives to par- 
ticipate in outside training pro- 
grams. 





WHAT THEY SAID 







5. Aside from regular association meetings, 





1.To how many business, professional, or 











trade associations do you belong? how many outside training programs, 
none fi 6.2% conferences, conventions, etc., have you 
1:o3 37.5% attended in the last year? 
et 37.7% 
adic ‘ LOCAL PROGRAMS 
16% 
71010 Sa 18.6 NONE SDs: 43.7% 
lio 4 Reet 30.0% 
2.In how many of these groups do you 
5to9 6.3% 
take an active part? 
P 10 ro 1 Sia 20.0% 
none Sa 18.8% 





PROGRAMS REQUIRING EXTRA TRAVEL 











1103 eee aga 62.5% 
NONE “igus 25.1% 
4to6 6.2% 
103 aR ata asi 
71010 12.5% 
4106 6.2% 
3.Does your company have an internal 7 to 1a 12.8% 
training or development program for 
management people? 
vs 44.5% 6.When people in your company attend 
0 56.4% training programs, conferences, and so 






on, how much of the expense does the 





4.Does your company ever ask or instruct 
its management people to take part in 


. a 98.0% 
internal or external training programs? ALL SSSR aims RMR 


PART 2.0% 
ves linc amma 55.5% 7s 
| 44.5% 





company ordinarily cover? 
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i 
S | worth it: 
“sa To find out just how far this 
art back-to-school movement has gone 
nt and what corporations feel they're 
ing > A j 5 
getting out of it, MANAGEMENT 9 
oth METHODS surveyed a cross-section Ther e's more to 
si of representative business firms 
TO- throughout the country. a Sound Sy. stem 
What emerges from the survey 7 
is a kind of follow-the-leader pat- | than simply 
tern. If the company president goes . 
in for outside activities such as 4 etiing attention! 
American Management Association 
study groups, it’s a fair bet that ; —  - ee 
the vice presidents and depart- ¥ as 
t head : ehind. ; ; 
Cas ie: Pst en Rot acd . — MUCH MORE! For instance, a well-engineered DuKane 
warm. to j outside management central sound system permits a number of time-saving and 
training, chances are his subordi- safety benefits for plant and office. Most important... 
nates arent gracing any seminars VOICE PAGING © EVACUATION ALARM e PLANT PROTECTION 
either. ; CIVIL DEFENSE e« WORK MUSIC 
But these stay-at-homes are in ae eee i Bs al Sa 
he wniedeiiy. Canle AOE an tan om A nationwide organization of experienced engineering distribu- 
stints = MiM’s widiiai stated tors properly install and service DuKane sound equipment. For 
P Be: y the cost-saving details, write today, using the handy coupon! 
that they were non-joiners, belong- 
ing to no business, professional or 
trade associations. Those who were jae os ; KAN 
members of from one to three or- Sound testimony from U E users: 
ganizations made up 37.5% of the “CONRAD HILTON HOTEL « ARGONNE NATIONAL LABORATORY ¢ GENERAL ELECTRIC 
total, with almost the same num- REYNOLDS METALS COMPANY ¢ GENERAL MOTORS 
ber, 37.7%, listing memberships in CONVAIR ¢ MINNEAPOLIS-HONEYWELL ¢ CARBIDE & CARBON CHEMICAL 
from four to six groups. A surpris- and other leaders across the nation! 
group rp 
ingly large percentage, 18.6, pro- 
fessed membership in from seven * Famous Grand Ballroom of the 
| GF admitted that they were not ree sarah eae 
i active participants in all the ac- 
tivities a to them. Pioneer electronics specialists and manufacturers of 
SCHOOL & INDUSTRIAL SOUND SYSTEMS + FLEXIFONE 
On the other hand, of the grand INTERCOM © PRIVATE TELEPHONE SYSTEMS * NURSES’ 
total of 75.2% of the companies be- CALL SYSTEMS * MICROMATIC SOUND SLIDEFILM PROJECTORS 
longing to from one to six outside and electronics for the armed forces. 
groups, 68.7% reported to MM that A 1 eo Se OT ENE BNSC EERE a 
they played an active role in these l Please send full information on DuKane Central Sound Systems l 
organizations. | j | 
| DuKane Corporation, Dept. MM-57 | 
External programs | St. Charles, Illinois | 
Last year some 75,000 executives : NAME ; 
attended more than 800 American | 
Management Association meetings, | ADORESS | 
conferences and seminars. Colleges | | 
snd universities, too, have gotten CITY. STATE ; 
into the act with a growing num- | | FIRM i 
ber offering courses to senior and i i 
jnnior executives, Topics studied res 
Circle number 280 for more information) 
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How XEROGRAPHY and offset duplicating 
save $500,000 a year for 


the U.S. Army Signal Corps... 








Photo shows typical 24”x36” drawing. Subject is reduced onto offset paper master 
(right) by xerography to 11”x17” size for runoff of multiple copies on offset duplicator. 


The Army Signal Supply Agency, Phila- 
delphia, Pa., is saving more than $500,000 
annually by the use of xerography and off- 
set duplicating in reproducing engineer- 
ing drawings for invitations for bids. 

Approximately 200,000 invitations are 
mailed each year to some 15,000 suppli- 
ers. Each invitation contains documents 
setting forth contractual conditions, spec- 
ifications, and drawings describing the 
item desired. 

Understandably, turning out the neces- 
sary paperwork duplicating and multiple 
copies of drawings is an important phase 
of procurement. Under the former meth- 
od, drawings varied in size from 8” x1014” 
to 24”x36”. Blueprints had to be hand- 
trimmed and hand-collated, and the con- 
sequent assembly of hundreds of sheets of 
different sizes necessitated special pack- 
aging for mailing. Requirements usually 
exceeded the Agency’s reproduction ca- 
pacity, thereby requiring other facilities 
and the loss of control. 

With XeroX® copying equipment, all 
drawings are reduced to standard 11”x17” 


Xerography copies anything writ- 
ten, printed, typed, or drawn. 
Same, enlarged or reduced size. 
Copies onto all kinds 
of masters—paper, 
metal, spirit, trans- 
lucent—for duplicat- 
ing. Copies line and 
halftone subjects. 






size onto offset paper masters, from which 
multiple copies are run off on offset dupli- 
cators using precut paper. The reduced 
size drawings are crisply sharp, easier to 
handle, can be collated by machine, and 
are 75% lighter in weight, thus reducing 
postage. 

For the Army Signal Corps’ dramatic 
mortar locator, the MPQ-10, for exam- 
ple, 65 suppliers were solicited, each re- 
ceiving 1,973 drawings or a total of 128,- 
245. The reproduction method formerly 
used would have required 250 manhours 
at a cost of $6,040. Using xerography and 
offset duplicating, job time was reduced 
to 107 hours and cost only $2,180. 

Let us show you with facts and figures 
how xerography is cutting duplicating 
costs in business, industry, and govern- 
ment for all types of paperwork dupli- 
cating. 


WRITE for proof-of-performance fold- 
ers showing how xerography is saving 
time and thousands of dollars for com- 
panies of all kinds, large and small. 


THE HALOID COMPANY 
57-53X Haloid Street, Rochester 3, N. Y. 


Branch offices in principal U.S. cities and Toronto 


HALOID 
XEROX 
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include the principles, skills and 
tools of management, covering such 
fields as finance, manufacturing, 
marketing and, more recently, elec- 
tronic data processing. Courses are 
frequently supplemented — with 
workshops where “students” get an 
opportunity to pool their experi- 
ence and knowledge and evolve 
solutions to problems of concern to 
their individual companies. The 
time consumed by such programs 
varies from a few hours to a full 
year. 

All firms answering MM’s ques- 
tionnaire rated their policies as 
“easy” or “reasonable” in establish- 
ing rules governing time and 
money spent on outside programs. 
Almost all pay full expenses for 
their people. 

Proof that companies feel that 
participation in external manage- 
ment programs is worthwhile is 
seen in the number of firms that 
regularly send representatives to 
out-of-town conferences in addition 
to having staff members attend lo- 
cal meetings. 

A majority, 56.2%, of the respond- 
ing executives attend from one to 
three out-of-town meetings annu- 
ally, while another 18.7% attend 
from four to ten such meetings 
each year. In every case, the re- 
plies indicated that each program 
is carefully evaluated and the trips 
are in no sense mere business holi- 
days. 


Internal programs 


Another method of preparing ex- 
ecutives for more responsible posi- 
tions is the internal management 
development program. While the 
number of surveyed firms that have 
established such programs (44.5%) 
is not a majority, internal programs 
are still a significant part of the 
management training picture. With 
the current shortage of able top- 
level executives, corporations of all 
sizes are realizing that if they want 
tomorrow's executives to know 
their business, it’s a good invest- 
ment for the firm to turn school 
teacher and train them itself. In- 
deed, 55.5% of the firms queried 
stated that they “ask or instruct” 
specific employees to participate 
in either internal training programs 
or outside courses. 

Back in the so-called “good ol 
days,” when a man got his college 
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bothered by 
ubhebenbelommoswelesc-yeat 
on your office 


duplicating equipment? 


Whatever the running problems facing you language, this informative manual famuliarizes 


bemerelabeleessrolem al eem celetme)seleccme tebe) bler-labercmaeletion you with the “mechanics” of every method of 


ment — be it offset, mimeo, spirit office duplicating, and the specific 


c ee 
duplicating or rehef printing—East- | paper requirements for each. Liber- 


eam Oke) a slelecialessmer-temeluehalelm elem alan — ally illustrated and jam-packed with 


s 
the key to a smoother operation. helpful operating hints, the book is 


Eastern has just published a re- “required reading” if maximum pro 


pate ba -¢-10) Ayame ot- bale htm olele) amt-) el ale lie Maa ber : : duction efficiency is your goal 


troduction to Office Duplicating and NJ avelet tema cele us oleme beleciucttecie Gel ele)ele-tiet 


Printing, designed to help you get g a copy, simply get in touch with 


best results from your equipment. your nearest Merchant for Eastern 


Written in simple, non-technical Atlantic Papers 


—_ fMtlantic Papers 
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NOW 
VISUALIZATION MADE EASY 
AND 
INEXPENSIVE BY CHART-PAK 


Tapes, Templates, Boards .. . 


everything for graphs, charts, presen- 
tations, office and plant layouts, or- 
ganization charts—all from one source. 


Everything—tapes, labels, work boards, 
office and plant equipment templates, 
pictographs, and tools are all available 
from Chart-Pak. Everything has pressure 
sensitive adhesive backing so that it can 
be fixed with a touch, removed and re- 
placed easily. All can be reproduced by 
any standard method. 

You can get tapes—opaque and trans- 
parent—from 1/32” to 2” wide—in 14 
colors—over 60 printed patterns and 
designs. 

There’s also a wide assortment of office 
templates, form and flow symbols and 
pictographs. 

There are plastic reusable work boards 
in transparent and opaque plastics, with 
printed reproducible or non-reproducible 
grids to aid in laying out the material. 


The Versatile Draftsman 























r i eeeliaieneetilliemeneenaiteeenendllnementtliemaesntttimenenttitmeeetttteneentineeattn 
| er mame CHART-PAK, INC. 
3-25 River Road, Leeds, Mass. 
| Please send information. 
| NAME 
1 co 
J titte 
| ADDRESS. 
| CITY. ZONE___STATE__ 
Please te the name of the local supplier 
| from om you would like to buy Chart- 
| Pak material 
Rs Siege Siem Teieeineee Bink Wee atl ms GK ae ea mee ome 
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diploma he generally ventured | 
forth into the business world with | 
the feeling that his classroom days 
were over. Today his real business | 
education is probably just begin- | 
ning. 


A review of 
} 
current surveys 


Temperature not only cause 
of air conditioning increase | 
Commercial and industrial air | 
conditioning is becoming a com- | 
petitive necessity—and not only in | 
the hotter regions of the country. | 

A survey was conducted among | 
50 public utilities to determine rel- 
ative demand in various sections | 
on water tonnage for air condi- 
tioning equipment. From the sur- | 
vey results, these conclusions were 
drawn: 

Increases in use of commercial 
and industrial air conditioning are 
generally greater throughout the 
South. But differences between 
southern and other sections are not 
great enough to indicate that out- 
side temperature is alone respon- 
sible for the growing use of cool- 
ing equipment. One highlight of 
the survey is a finding showing an 
obvious trend toward air condi- 
tioning in areas with mild climates. 





West shows upswing 


Northern California, and the | 
metropolitan areas of San Fran- | 
cisco and Seattle all showed | 
marked upswings in air condition- | 
ing installations, for example. A| 
reason cited: internal heat loads | 
in modern buildings created by 
human occupants, lighting, cook- 
ing and operation of electrical de- 
vices. 

Similar factors prevail in the 
East. Of interest: commercial cool- 
ing equivalent to the melting of 
550 million pounds of ice daily in 
New York's Borough of Manhat- 
tan. 

Trend in large office buildings 
and business establishments is 
away from the window-box units 
and toward the centrally engi- 
neered system with water conser- 
vation devices. 





D 


you don't have to DO it 
to KNOW it's important! 








for complete details on modern 


KEEPING 
TIME § SAVING 


EQUIPMENT 
RECORDING 







write 


TIME 


Thomaston, Connecticut CORPORATION 
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- TO ae 
EXECUTIVES 


Who are “Thinking California” 


If your expansion plans include 
consideration of a California plant, 
you will find the Factfile and Data 
Sheet service now available through 
the Metropolitan Oakland Area 
(Alameda County) of value. It con- 
sists of a special File Folder and 
Data Sheets on such basics as Cli- 
mate, Markets, Transportation, Dis- 
tribution, Living Conditions and 
Labor Supply. 

Data Sheets are supplemented by 
an outline of specific information 
available through Special Reports 
compiled from the Industrial Survey 
maintained by the area. New Data 
Sheets are issued from time to time. 
As new information develops, Data 
Sheets are revised to bring them up 
to date and mailed to those who 
have the Factfile. 

To take advantage of this free in- 
formation service, address your 
request to: Alameda County New 
Industries Committee, Suite A, 1320 
Webster Street, Oakland, California. 
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“Correlation” by STEEL AGE 


You’ll discover there’s no finer way to increase the modern appearance and 
efficiency of your office than with individual “Correlation” units. There are 
custom-styled desks and companion units to meet every need. But wait until 
you need extra desk top space—or new multi-unit work stations. Then you'll 
know why we named it Correlation! You can quickly and easily add extended 
tops, bookshelf or storage units to basic desks. Or establish an almost endless 
variety of correlated multi-unit arrangements that save floor space and spark 
efficiency. 

Obviously, Correlation adds up to more mileage from your office furniture 
dollar. But get the complete story by calling a Steel Age Dealer, or mail the 
coupon for the idea-packed Correlation brochure ... today! 


. Corry-Jamestown 

: Mfg. Corp. 

+ Dept. E-4, Corry, Pa. 
+ Please send me a free copy 
* of your full-color “Correlation” Desk Brochure. 














> Name 
“The Quality Choice of Modern Offices” : 
af + Company 
STEEL AGE DEALERS : 
in Principal Cities Throughout the Country > Street___. ‘crate 
City ee MSIE: State 


eee ee ee ee 
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Here’s BIG BUSINESS Bookkeeping see 


ie 














With its stunning new President model, Monroe introduces more than a new accounting machine... 


Monroe establishes an entirely new ratio between what you pay and what you get in machine 
accounting. Now, for the first time, any business can enjoy all the benefits of big business 
bookkeeping at a price actually hundreds of dollars less than before! And job changing flexibility is 
built right into every model in the President line. With the flick of a knob accounts receivable, 
payroll, cost control, accounts payable. ..all become mechanized operations. Look at the 

price tag on this machine. Then put your own price tag on what machine 

accounting can do for you. Speed receivables by getting statements 

out faster. Build prestige with neat looking records. Put credit data at 

your fingertips. Control your 


/ 
work so it flows easily and See the MAN from MON R E 


always accurately. Write or 


telephone Monroe Calculating Machine Company, Inc. R 9 al | wlio 


‘ : ver NY ce ACCOUNTING 
General offices: Orange, N. J. Offices throughout the world. Satis Gelalieniens endinnne 


'Circle number 287 for more information) 


24 MANAGEMENT METHODS 


















| This is the rotary card 


file you hoped they’d 


make... someday! 


1 USES PRESENT CARDS. With amazing Mosler Revo-File, no costly trans- 
e position is needed. You save an average of $200 in change-over costs, 
plus big savings in time, space, money over-old-fashioned filing. 


fi 


REMOVE OR REFILE ONE CARD OR HUNDREDS instantly. Mosler Revo- CARDS CAN'T DROP OUT. Mosler Revo-File is the only file of its 
) File holds cards without mechanical attachment. No wear on card e type that doesn’t rely on notched cards that wear out in use. 
} or clerk. Ups efficiency. Gives real finger-tip control. The patented, exclusive belt method of holding records in file 

assures complete protection against card ‘fall-out’? or wear. 


PRODUCT ON CONT 
wT; 


Another fine 
product of 

The MOSLER 
SAFE Company 


HOW TO MODERNIZE AN ACTIVE CARD FILE IN MINUTES. 


If you have 3,000 or more active card records of any type 
or size (including tabulating cards) which are used con- 
tinuously for reference and posting, mail this coupon today! 





Department MM-199, REVO-FILE DIVISION, 
THE MOSLER SAFE CO., 320 Fifth Ave., New York 1, N.Y. 
FILING IS FASTER, REFERENCE IS QUICKER with Mosler Revo-File as 
* “cards come to clerk” instead of clerk going to cards . . . 68 linear 
inches of filing capacity in a handsome cabinet only 36 inches long. 
Available in manual and automatic electric selector models. 


Please send me complete information on Mosler Revo-File and how 
to modernize an active card file in minutes. 


i Sees Sa ie EN AM UR 


* * * ok * 
COMPANY__ 


For big volume filing Mosler Roto-File can accommodate 
more than 80,000 cards . . . has all the exclusive features ADDRESS___ 


of Mosler Revo-File. Several clerks can work at same time. 
CITY. : - at ie ois. eee | N 
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Overheard at the water coo/er: 


*...80 I said to the foreman, ‘Relax dearie, I can’t 


produce all the time. A girl needs a bit of care and repair 
e..1’m not a Westinghouse Water Cooler you know!’”’ 





WESTINGHOUSE WATER COOLERS 
SPARE YOU CARE AND REPAIR! 


Word gets around about Westinghouse 
Water Coolers. They’re famous for de- 
pendable, trouble-free service year after 
year. That’s why you see more of them 
than any other kind wherever you go. 
Designed and built to spare you care and 
repair, a water cooler by Westinghouse 
offers you far more for your money inside 
and out... 

Dual Drink Control offers both finger- 
tip and toe-tip control at no extra cost. 
Automatic Stream-height Regulator as- 
sures no-spurt, no-splash drinking. Her- 


metically-sealed Refrigeration System 
means more years of service-free perform- 
ance. Backed by Westinghouse 5-Year 
Guarantee Plan. Call your Westinghouse 
Distributor listed in the Yellow Pages for 
complete information. Or write to West- 
inghouse Electric Corp., R. S. Division, 
Springfield 2, Massachusetts. 
New Leakproof Free-Flow Valve 

as no stem packing to leak, z 
works easier, faster! ae 
17 models to choose from including ep 
exciting new HOT and COLD... 
prices from $149.95. 


you CAN BE SURE...IF its Westinghouse 
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How to handle 
government questionnaires 


Nation's Business 


Everybody agrees that 
something ought to be 
done to curtail the in- 
credible volume of re- 
ports, records and ques- 
tionnaires that business 
fills out for Washington 


| agencies at a cost of more than $200 


million a year. But fur starts flying 
when you nominate one particular re- 
port for oblivion. 

Despite the obstacles, some prog- 


| ress has already been made by a 


handful of dedicated business execu- 


| tives and government officials who 
| have tackled the paperwork problem 


| with political realism and persistence. 


These paperwork fighters say future 
results depend to a large extent on 
the intelligent cooperation of individ- 
ual businessmen who are in the best 
position to pinpoint targets. . . . Two 
tips which may be of immediate use 
in reducing the paperwork burden: 

1. “When you are in doubt about 
what is actually required of you, re- 


| solve the doubt to your own advan- 


tage. Do it the easiest, simplest way 
that you can. 
2. “In cases where the reporting 


| requirement is not consistent with the 


manner in which you maintain your 
records, report the data you do have. 
You may be surprised how often it 


| will prove to be acceptable.” 
| Nation’s Business, March 1957. 


| 





How small business can use 
college management counsel 
abi Hair The small manufactur- 
ee ame er Who needs advice on 
some business problem 
may not realize that com- 
petent professional as- 
sistance is as accessible 
to him as the nearest 
college or university school of busi- 
neni. . 

Several types of groups have been 
formed in business schools to study 
business problems. A number of the 


| larger schools maintain bureaus of 


business research. 

Here are some typical examples 
of business management in which the 
school of business can usually offer 
help: 

1. Form of organization. 
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2. Sales management and market- 


3. Selection and use of personnel. 

4. Shop and factory management. 
5. Accounting and recordkeeping. 
6. General administrative practices. 
7. Finance and economic analysis. 
If outside counseling sounds like a 
good idea, how do you get started 
in utilizing the facilities of college 
business schools? 

First, define in your own mind the 
areas in which you need the counsel. 
Just what are the problems? Then 

. you should describe the situa- 
tion as thoroughly as practicable in a 
letter to the dean or head of the busi- 
ness faculty of the university or col- 
lege. Then arrange a personal confer- 
ence, if possible. . . . 

Either during your initial talk with 
the college representative, or after the 
pilot study, definite decisions must be 
made as to: how many people are 
actually assigned to the work; the be- 
ginning, completion and final report- 
ing date; and either a definite fee or a 
price range and ceiling. 

Hilton D. Shepherd, personnel and 
management consultant, in Michigan 
Business Review, March 1957. 


How to determine 
cost of fringe benefits 


For the past 16 
months various organiza- 
tions representing .. . 
employees have been ne- 
gotiating. .. with 
management for wage in- 
creases and supplemen- 
tary benefits. At the time the original 
overture was made by employees, the 
writer was asked to determine the 
effect of any potential negotiated in- 
creases. ... 

The formula was devised by taking 
the total . . . salaries less adminis- 
trative employees and from that, de- 
termine an average annual salary. Af- 
ter determining the average an- 
nual salary, the structure is further 
broken down into an average hourly 
rate based on 2,080 hours of pro- 
ductive time per year. Next, all of 
the possible benefits are listed. The 
next step is to determine the dollar 
value of the various benefits and in 
so doing, determine the percentage 
of the average annual salaries. This 
will enable one, by the addition of 
the various percentages, to determine 
an over-all percentage of total bene- 
fits which can be used to determine 
the total cost of fringe benefits as 
against the total salary budget. 

E. F. Olszewski, Business Manager, 
Mountain View Sanatorium, in Hos- 
pital Accounting, March 1957. 
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New Development 
Reduces Lost Time 
in Coffee Breaks ! 


Vend-Pack Dispenser 
Mfd. by Lehigh Inc., 
Easton, Pa. 






NESTLE’S Finest Instant Drinks Now 


in Individual Servings for Vending on the Job! 


® NESCAFE INSTANT COFFEE 
Exclusive 3-in-1 pack 
contains famous Nescafé In- 
stant Coffee, Nescreme (an 
instant dairy product for use 
in coffee) and sugar. 


@ NESTLE'S EVERREADY 
COCOA. Largest selling 
instant cocoa on the market! 
Famous for its rich, tempting 
hot chocolate flavor! Con- 
tains whole milk and sugar. 


NESTLE’S HIGH PROTEIN 

BOUILLON DRINKS. Deli- 
cious! High in protein, low in 
calories — for a quick pick- 
up! BEEF or CHICKEN. Two 
crisp crackers included. 


Perfect for large and small organizations! 


Ready to drink — instantly! Just add hot water! Now you can 





coupon. Mail it today! 


Here's why 
employees prefer 


Nestles Vend-Packs 


r eee eee oe 
| Vending Products Dept. C-1, Box 695 | 
| The Nestlé Company, Inc., | 
| 2 William Street, White Plains, N. Y. | 
| Please send, without obligation, more information on | 
| Nestlé’s vend-packs and the dispensing machines. | 
DRAIN since 5S asciceacadinnet alee ij) | Meni csr anes | 
OCT sci saseacvnex vincssncrnonsdehepnsndiincicovcniestaldeillibiadsanescadccadesseaacmamtasdoa ans ! 
| Pca icictcdnecs tartevckiasciiabbnphdtcadobsnnesoiebetenstdia nes iakitiam adie Mae aici | 
1s, |: SRERESRG ae Rane atoree OT ss sinscsitteattiewsiodsn | 
css scene erect cence tainted J 
Inc. Nescafé, Nestlé’s, EverReady — Reg. U.S. Pat. Off. 
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World-famous quality! 
Costs less! 
No tipping! 
Made fresh to individual taste! 
Nothing to clean up! 


Copyright 1957 The Nestlé Company, 


make Nestlé’s hot drinks available on-the-job and cut down 
the lost time in coffee time. No more employee time wasted 
collecting and telephoning coffee orders...no more reason for 
those mysterious 15 to 20 minute employee disappearances. 

Delicious hot coffee, cocoa, and bouillon are always avail- 
able—made on the spot to individual taste. Can be as handy 
as the water cooler in your office or plant! For full details 
on how to get new Nestlé’s vend-packs, and information 
about the new vend-pack dispensing machine, use the handy 





UNMET CPERATING EXPENSE LOGER 
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versatile 


(fast and economical,.too]) 


Noted for its speed, accuracy and resulting cost savings, the 
Burroughs Sensimatic can take on any assignment in your account- 
ing system and whip through it on the double. 


Secret of this proved mastery is the exclusive sensing panel that 
makes the Sensimatic the most versatile accounting machine you 
can buy. Just a flick of the knob gives you a choice of four jobs. 
And your Sensimatic automatically zips through the chosen pro- 
cédure, makes decisions and complicated motions for the operator, 
sharply reduces any chance of mistake. To handle more jobs, you 
just insert another of the interchangeable sensing panels. 


RHA on ne ERROR TINS A 


Because the Sensimatic is so fast, so error-free, it quickly pays for 
itself in time and effort saved. And there’s no obsolescence. To 
change your accounting system, you merely change sensing panels. 
That’s all. 


For a complete—a convincing—demonstration, see the Sensimatic 
in action at our nearby branch office. Six series, 2 to 19 totals, to 
choose from. Burroughs Corporation, Detroit 32, Michigan. 





“Burroughs” and ‘‘Sensimatic’’—Reg. TM’s. 


BURROUGHS SENSIMATIC ACCOUNTING MACHINES 
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Newest Answer to Office Space Problems... 


Art N\ctal @aaFILES 


...an extra drawer in every cabinet... 











6 drawers 
in space of 5 


GAIN 
20% 


capacity on same 
floor area 

















ew 























5 drawers 
in space of 4 


GAIN 
25% 


capacity on same 





































floor area 

In a cubic area no wider, no deeper and usually no higher 
than ordinary files, the Multi-File space-saver does two things. 
First, it cuts the floor space cost of the filing function, at the 
same time releasing vais office floor space for other uses. 
Second, it speeds up office operation by placing 
more records within a given area. R 4 drawers 
in space of 3 


Here, in files, is the newest expression of the space-saving 
principles so important in Art Metal’s service to business. 








GAIN 
33113 % 


capacity on same 


The extra drawer in every cabinet is like finding extra office 
space—rent-free! An added work-station is gained for every 
four conventional files eliminated. 


Counter-type installations now provide 4-drawer files 
instead of 3, in the exact same height. 














Every Multi-File drawer is full-depth and full-width, 
° provides ample height for ais and orderly filing. floor area 
NOW IS THE TIME ... making 


offices finer 
for business 
since 1888 


...to regain costly office floor space by modernizing 
your filing equipment. Consult your local representative 
—listed in the “Yellow Pages”—or write 
Art Metal Construction Company, Jamestown 4, N. Y. 


© A.™.¢.C0, 1967 


National sales and service through branches and dealers in more than 800 cities. 
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THE WORLD'S MOST HONORED 
PRESENTATION WATCH 


, ) 
THE worLD's Wat Honored wi atcu 
The Longines presen- 
tation watch has far 
more than symbolic 
value. Longines is the watch of 
highest prestige among the watches 
of the world. The name Longines 
on a watch is a contract of perfec- 
tion of manufacture—a watch of 
virtually wear-free life. To choose 
Longines watches for your awards 
program is an assurance of its suc- 
cess. Though the Longines watches 
you choose may cost as little as 
$71.50, in the whole wide world 
there are no watches of finer quality. 





We have prepared a comprehensive brochure 
of value to any organization planning a 
length-of-service, retirement, sales incentive 
or other awards program. To receive this 
booklet, fill in and mail the coupon below, 
or write for it on your business letterhead. 
Our plan includes service facilities of your 
local Longines-Wittnauer Jeweler Agency. 


oe ee ee we ee eee ee eee ee ee 


Presentation Sales Dept., Dept. M 
Longines -Wittnauer oe ey: 
Longines -Wittnauer Watch Co., Inc. 
New York 36, N.Y. 


Please send me your “Awards of Time” 


Booklet. 


NS RSS, Ss ans 6s «anivessonsd¥emestaasersittioots 
| SERS cS STERN SE ie ner aee 


oe oe ee ee ee | 
ee ae MARE mAe seer armen Gemenm emamenes pee 


TS oe RES Te Sar eee tag alg 
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RECENT COURT CASES 





by Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


Can transfers of property within three years prior to date of 
death be included in deceased's gross estate for estate tax 


purposes? 


Tue Facrs—Approximately one 
year prior to her death at the age 
of 80, Mrs. Sheldon transferred 
cash and securities to her daughter 
and, in addition, placed cash secur- 
ities in trust for her daughter. 

Under the Internal Revenue 
Code, transfers of property made 
within. three years from date of 
death are presumed made in con- 
templation of death. Transfers of 
this kind are included in a de- 
ceased’s gross estate and subject to 
estate tax. It was the Commissioner 
of Internal Revenue’s contention 
in this case that Mrs. Sheldon’s 
transfers were made in contem- 
plation of death. 


Tue Ruuic —Transfers made with- 


in three years of date of death can 
be at best only presumed to be 
made in contemplation of death. 
Evidence may be introduced to re- 
but such a presumption. The motive 
in making the transfers as deter- 
mined from the evidence in the in- 
stant case, declared the Tax Court, 
was to reduce Mrs. Sheldon’s in- 
come tax. Prior to her death, she 
was in good health. She came from 
a family which enjoyed longevity, 
stated the court. Accordingly, con- 
cluded the court, the transfers were 
held not to have been made in con- 
templation of death. (Estate of May 
Hicks Sheldon, deceased, etc. vs. 
Commissioner of Internal Revenue, 
U.S. Tax Court, decided Oct. 31, 
1956.) 





THE QUESTION 


Does the three-year Statute of Limitations apply to an 
understatement of gross partnership income? 


Tue Facts — Taxpayer was in the 


business of selling and repairing 
electrical appliances through four 
retail stores. The stores were oper- 
ated as a partnership, taxpayer be- 
ing one of the partners. In com- 
puting and reporting his gross in- 
come for 1947 and 1948, taxpayer 
did not include business sales on 
credit. 

The Commissioner of Internal 
Revenue determined deficiencies 
for those years and mailed taxpayer 
the statutory notices of deficiency. 
However, the deficiency notices 
were mailed more than three but 


less than five years after the re- 
turns for those years were filed. 
Taxpayer's defense was that the 
three year Statute of Limitations 
had run and the Commissioner’s no- 
tice was not now timely. 


Tue Rutinc —In comparing the un- 
reported sales on credit of the 
partnership with taxpayer's indi- 
vidual return, the Tax Court noted 
that taxpayer's share of omitted in- 
come was in excess of 25% of his 
gross income. This was true 
whether gross income in taxpay- 
er’s return represented his distribu- 
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A Modern Electric Duplicator 


ata Moderate Price/... 






Heyer has broken the price barrier with the new Mark II Conqueror 
automatic electric spirit duplicator. Every office duplicating job— 
bulletins, form letters, sales plans, etc.—can be produced much 
more easily on the new Model 76 Mark II Conqueror, at the rate of 
110 clear, crisp copies per minute in 1 to 5 colors ... ata fraction of 
a cent per copy. Its constant speed produces better and more 
uniform copies; it frees the operator so that the copies can be 
observed; and most important... there’s no effort on the operator's 
part, for this new Conqueror runs without watching, and even turns 
off automatically! You can pay much more if you wish, but the 
Model 76 offers all this . . . at a price that can’t be matched. 


movEL 0 >Grereke 
CONQUEROR 


For those who are looking for 
a fine quality duplicator at 
the lowest possible price... 
the hand-operated Model 70 

aa | Mark II Conqueror is the per- 
fect buy. It has baan completely redesigned too, and now features 
a new Feed Release Button as well as Paper Stackers, previously 
found only on the Model 76 automatic electric duplicator. The 
Model 70 Mark II Conqueror hand-operated duplicator prints up 
to 110 copies per minute of anything typed, written $4.95 00 
or drawn on the master...in 1 to 5 colors at once. 

















Plus Tax 


now Heyer offers push-button 
duplicating at little more than the 
price of some hand-operated machines 


AUTOMATIC ~G ark 
CONQUEROR 


SPIRIT DUPLICATOR 





Engineering improvements on the Model 76 Mark II Conqueror 
include a brand-new Feed Drive Mechanism which works only in 
a forward motion . . . eliminates the lurch found in old-fashioned 
reciprocal drives. It has new High Precision Clutches and Nylon 
Gears that are quiet and need no lubrication, plus an 11” and 14” 
Cylinder Stop. The completely redesigned Motor Drive gives 
smoother operation, while the conveniently positioned Motor Bar 
permits effortless fingertip starting. Operating instructions are 
permanently printed on the Model 76, so anyone can operate 
it in a jiffy. Feature for feature .. . this Mark II Conqueror is the 
biggest value in spirit duplicators today! 


@ The HEYER Corporation 
al 1832 S. Kostner Ave., Chicago 23, Ill. 


4 Please send FREE 16 page booklet 
=i On Heyer Mark IT Conqueror 

mq Duplicators containing useful 
information on spirit duplicating. 


Pa NAME 














POSITION 
wy COMPANY __ : 
Al ADDRESS__ 





| CITY STATE 
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she’s in Yowe... 


(with the Egry Man!) No wonder, the way he simplified her job by 
introducing Egry business forms! Look at her desk! Neat as a pin, free of 
confusing and hard-to-organize stacks of work, free of messy carbons... 
all set for a good start tomorrow. 

The boss “loves’’ the Egry man, too. Using Egry forms, his department 
gets more work done with less effort. Because these forms actually ‘’flo’’ in 
perfect registration one after another, they save time and increase output. 

Time lost lining up sheets is eliminated ...so are the many trips to the 
washroom to remove carbon stains. .Egry forms add up to faster, more 
exeolaroluliae] Mm olaeloltlailolsMme (oh MMohii-1ameloh a 

The Egry man can show you how these Egry business forms can stream- 


line your office procedure. Ask him about it today! 
The Egry Register Company Dayton, Ohio 


Leipsic, Ohio * Los Angeles 


Egry Continuous Forms Ltd. * Toronto, Montreal 


BUSINESS FORMS 
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tive share of partnership gross in- 
come. Accordingly, since taxpay- 
ers gross income was understated 
by 25%, the five year Statute of 
Limitations is applicable and the 
Commissioner is not barred from 
assessing a deficiency. (Estate of 
John Iverson, etc. vs Commissioner 
of Internal Revenue, U. S. Tax 
Court, decided February 15, 1957.) 





THE QUESTION 


Is the income from property 
presented to a trust that has 
been set up for the benefit of 
another person, taxable to the 
donor of the property? 


Tue Facts— Under the terms of a 
trust created by taxpayer, income 
from the trust was for the use of 
his wife. After his death, proceeds 
were to be paid to his wife. The 
trust agreement also provided that 
the trustee could exercise his dis- 
cretion and pay the net income 
of the trust to the taxpayer during 
the latter's life. Taxpayer retained 
the right to revoke the trust with 
the consent of his wife. The tax- 
payer wants to know whether the 
conditions of the trust will result 
in having the income derived from 
the trust taxable to him? 


Tue Rutinc—Trust income is not 
taxable to the grantor of a trust 
if he has divested himself of his 
rights to the property earning the 
income. Generally, where a grantor 
is regarded as the owner of any 
portion of a trust, the net income 
of that portion is taxable to him. 
If the power to revest title to the 
trust property is retained by the 
grantor alone, or with one unin- 
terested party, the grantor is 
treated as the owner of the prop- 
erty. 

In the case under consideration, 
the trustee had the right to dis- 
tribute the trust income to the 
grantor for his life. Such a power, 
declared the Commissioner of In- 
ternal Revenue, is considered to be 
a power to revest title in the 
grantor. Accordingly, taxpayer- 
grantor is deemed the owner of 
the property and the income is 
taxable to him. (Revenue Ruling 
578, January 1957.) 
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: Same Invoice twice : 

: ... States Mr. John Kuhajek, Assistant Treasurer, 

' pL Corporation, Chicago, Illinois 

4 

CUMMINS Perforators Cancel the Entire In- 
a voice Bundle in One Swift Operation . . . 
ne Making Altering or Skipping Impossible 
of ; 
ds i Zenith Radio Corporation, likeso many other 
he / leading businesses, has eliminated chance of 
on ' duplicate invoice payments. Their Cummins 
. ; Perforator cancels each invoice and all sup- 
+8 é porting papers in one quick punch. . . legibly 


ne 2 . . . automatically . . . without error. No 











































ng t chance of skipping copies . . . impossible to 
ed | alter papers, because you can’t erase a hole! 
ith i This fool-proof machine definitely prevents 
1x- H using uncanceled supporting papers from a 
he F paid invoice to support a duplicate of the 
alt invoice. 
mn | You can use the Cummins Perforator with- 
' out disrupting or changing your present pro- 
cedures or employing special help. Easy and 

ot convenient to use, too. Feed in the papers, 
ist the Perforator cycles automatically in less 
his than \4 of a second. One operator can per- 
he forate many thousands of copies an hour .. . 
we up to 20 copies at a time. And, it can be 
=a carried from desk to desk as easily as a type- 

’ writer! 
ne 
m. ; Ask Your CPA i 5 at Siam 
he ' Put this safeguard to work now . . . the STRAIGHT BILLOF LADINO “OF OWNAL EEE a 
he . Cummins Perforator is recommended by gino ete 
in- leading public accounting firms. . . ask your _fURHAGE er S. 

is CPA. Your Cummins representative is as a ———. 
)p- close as your telephone . . . he’s in your GREG 7 Se SS 
. classified directory under AAC Cummins— ieee actinic hE 
yn, automatic accounting controls. 
lis- JOHN DOE DISTRBCTING Co. 
he IN BUSINESS AND BANKS @® SINCE 1887 — a 
er, — sy 
ummins ay 
be et ) 
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a CUMMINS BUSINESS MACHINES mes Ane PACT: 

of Division of Cummins-Chicago Corp. YOU SHOULD KNOW 

.. 4740 N. Ravenswood Ave., Chicago 40, lil. Write for this new booklet ‘Once is Enough” 

1S giving you facts on proper controls to 
ng SALES AND SERVICE IN ALL PRINCIPAL CITIES prevent accidental or fraudulent losses. 
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Short cuts with Recordak Microfilming 


Latest report on how this low-cost photographic process is sumplifying routines 
for more than 100 different types of business . . . thousands of concerns 


NEW CONVENIENCE FOR 
CUSTOMERS ANNOUNCED BY 
WESTERN UNION PRESIDENT 


New York, N.Y. 


Mr. W. P. Marshall, President of the Western 
Union Telegraph Company, revealed that the com- 
pany is now using Recordak Microfilmers to photo- 
graph its customers’ telegrams in 56 major cities. 

This move lets Western Union return the original 
telegrams with its monthly bills—a great con- 
venience for customers. It frees them from keeping 
a bulky verification file of all messages sent. 
Charges can be checked immediately. Questions 
about bills are reduced better than 80%. 

At the same time, Western Union gets out its 
bills in half the time formerly spent. 

Since the original telegrams go out to the cus- 
tomer, there’s no need for the billing clerk to post 
the date and destination of each wire on the bill. 
She simply lists the charge with one hand, and 
with the other feeds the telegram into a Recordak 
Reliant Microfilmer. 

This simple operation gives Western Union 
accounting centers photographically accurate 
records—in alphabetical and chronological order— 
which are filed in 2% of the space required before. 


eeeeeeeeeeeveeeeeeeeeveeeeeeeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeveeeee eee ese 





Mr. W. P. Marshall, President, The Western Union Telegraph Co. 


Films can be checked in a Recordak Film Reader 

whenever needed—hours of searching saved. 
Regardless of your type of business or its size, 
you should read ‘‘Short Cuts that Save Millions.” 
Shows how Recordak Microfilming cuts costs not 
only in billing but also in your other daily routines. 
“‘Recordak”’ is a trademark 


SRECORDERK 


(Subsidiary of Eastman Kodak Company) 


originator of modern microfilming — 
now in its 30th year 





eee eMAIL COUPON TODAY..-- 
* RECORDAK CORPORATION 
415 Madison Avenue, New York 17, N.Y. 


Gentlemen: Please send free copy of 
‘Short Cuts that Save Millions.”’ c-5 


Name Position 





Company 
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Street : 
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It started out to be a great evening. Dinner 
with an old customer, aisle seats, a smash 
first act. But now, at intermission, Gardner 
has had it. The second act is going to seem 
like ‘““Macbeth.” 


You see, that old customer has just told 
Gardner he’s cancelling out. What he needs 
is a reliable supplier. One who can make 
enough goods — and deliver them. 


Gardner should know about the Keysort 
Plant Control Plan! With just five fast, 
accurate PCP reports — 1 daily, 2 weekly, 
2 monthly — he could obtain complete man- 
agement control ...could prevent this 
situation right in the office. 


i 


PCP not only helps management plan in 
advance, it helps you as well. With a mini- 
mum clerical burden, you achieve greater 
reporting accuracy — flexibly, easily. 


Your office people simply punch pertinent 
daily information into the Keysort cards... 
Keysort them ... and summarize direct to 
reports. There’s no transcribing... no 
costly, time-consuming intermediate steps. 
Management gets needed information on 
time. And at remarkably low cost. 


The nearby McBee man has a presentation 
which will show you how it’s done. Phone 
him, or write us for illustrated folder con- 
taining examples of all five reports. 
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What you should 
know about 


your college recruit 


When a company hires a college graduate, a future 
executive is hopefully conceived. But during the incuba- 
tion period of company training, and the later periods of 
adjustment to the new “organization environment, the 
potential executive faces many dangers of stunted man- 
agement growth. You can reduce the risks and strengthen 
the investment you've made in your college recruit by 
applying these facts supplied by the graduates themselves. 


THE MAN 


Today's management trainee, launching his career with your 
company 


THE PROBLEM 


How to tap his potential as a useful member of management 


THE ANSWER 


Understand his goals, give him the job satisfactions he needs, 
and guide him in creating a sound management concept 
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An MM editor (left) 


mums William H. Whyte, 
Jr., an assistant managing editor of 
a leading business magazine, has 
presented a serious indictment 
against business and the people in 
it. In his current bestseller, The Or- 
ganization Man, he casts an unflat- 
tering hue upon business organiza- 
tions, educational institutions and 
the man in between—the graduat- 
ing student. 

Today’s young men entering bus- 
iness as management trainees, says 
Whyte’s book, are willing if not 
anxious to compromise themselves 


MANAGEMENT METHODS 











(left) 


hyte, 
or of 
, has 
ment 
le in 
e Or- 
nflat- 
niza- 
; and 
duat- 


x bus- 
, Says 
f not 
selves 


THODS 











interviews Students Schlaepfer and Wendel, Placement Director MacDonald, and Recruiter Bard 


on the altar of “the organization.” 
In exchange for sacrificing their in- 
dividualism (and thus their effec- 
tiveness), they seek only security 
and nice, soft, safe jobs in a col- 
lective, bureaucratic atmosphere. 
Editor Whyte has stacked up a 
full volume of evidence in support 
of his indictment that something 
has been made defective in the 
fabric of these young men. 
“Listening too long to trainees 
and personnel men describe the fu- 
ture,” he exclaims, “is likely to un- 
nerve one into assuming that the 
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complete bureaucrat is just about 
ready to take over.” 

Despite the fact that there has 
been a good deal of private criticism 
of The Organization Man, it has 
stirred relatively little published 
comment. Thus, in order to check 
the validity of Whyte’s evidence, 
MANAGEMENT MErTuHops has under- 
taken its own extensive research 
of the campus recruit and his at- 
titudes. The editors have listened 
long and hard, not only to the 
trainees and personnel men who 
have unnerved Whyte, but also to 


others who could shed light on the 
subject: educators, college place- 
ment officers, company recruiters 
and other management representa- 
tives. 

The findings in MM’s research 
study are reported in the article on 
the following pages. The findings: 
Whyte’s evidence consists mostly of 
only that part of the iceberg show- 
ing above the water, and thus is 
misleading. Today's campus re- 
cruits are in most respects no differ- 
ent from the young men who were 
in your own graduating class. But 
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These answers show what students look for in a starting job— 





they do have one big problem: lack 
of a clear perspective of the man- 
agement function and their place in 
it. This problem is caused by dyna- 
mic changes in the scope of man- 
agement during recent years, plus 
the conflicting impressions of man- 
agement the student is subjected to 
during his college years. 

The facts in the following article 
will give you a guide to the care 
and feeding of the management 
trainee. These facts will help you 
help him overcome his problem. 

The article is based largely on a 
national survey of students plus di- 
rect quotes taken from a tape re- 
corded roundtable discussion con- 
ducted by an MM editor at the 
Wharton School of the University 
of Pennsylvania. Taking part in 
the interview were two graduate 
students—Fred S. Schlaepfer, an in- 
dustrial relations major, and Rich- 
ard F. Wendel, a marketing major; 
a company recruiter—Richard K. 
Bard, manager of employment for 
Campbell Soup Co.; and The Uni- 
versity of Pennsylvania’s director of 
placement, R. L. MacDonald. 


What factors are most impor- 5 
tant to you as a student in se- 5 
lecting a company to work for? 5 
: 

s 

Opportunities for . 
advancement .......... 957% « 

ae 

ed ee ae Ee re 42.9 ~ 
Type of business .......... 37.4 ° 
* 

Training program ........ 34.8 
Company reputation ...... 30.1 : 
a 

Company location ........ 25.8 : 
es Ay yar ae 19.4 : 
8 

COMMON HNO... be ce cc. 8.4 . 
Professional reputation of : 
ee ee 5.8 . 
Fringe benefits ........... 5.8 : 
Title or other status symbols . 9 - 


What are the negative factors 
that would have the strongest 
effect in causing you to reject a 


company’s offer? 
Lower than average salary . 70.1% 
No clear definition of job 
ee ee 65.8 
Unsatisfactory location .... 44.3 
Personality of recruiter ..... 40.5 
Job requires travel ........ 25.5 
Poor fringe benefits ....... 17.1 
Firm $06 small. 5 so acs cand 10.1 
Firm loo forge . os. .a sesh 9.6 


NOTE: Answers to each question total more 
than 100% because students were asked to 
indicate the three factors they considered of 
primary importance. Thus the percentage 
shown for each item indicates the number of 
students who considered it as among the three 
most important. : 


HOW TO UNDERSTAND YOUR TRAINEE’S GOALS 


Security and the “group life” 
of a big company are not the 


average recruit’s main goals. 


1 THE WEEKS AHEAD, thousands 
of college graduates, their shoes 
polished, their suits pressed, will 
walk into the offices of business 
and industrial firms, there to launch 
their management careers. 

Presumably, when a company 
hires a management trainee, its 
purpose is to develop and equip 
him to eventually take his place as 
a fully matured, economic member 
of the management team. 

To achieve this purpose, there 
are some things you should know 
about the college recruit who may 
be joining your company this year. 
Foremost is the matter of his goals 
—what he is looking for in his job. 

If you have accepted on faith 
some of the opinions that have 


been circulating recently, you may 
have a one-sided impression of the 
recruit’s attitudes and ambitions. 
For example, one of the most 
talked about books on business is 
the current bestseller, The Organi- 
zation Man. In this book, the au- 
thor, William Whyte, says the typ- 
ical trainee’s ambitions shape up 
something like this: 

He has no desire to climb to the 
top (in fact, his thinking is very 
misty about the top levels of 
management ). Instead, the trainee 
thinks in terms of going no higher 
than the upper ranks of middle 
management. He wants to be suc- 
cessful but not so successful that 
he will be required to work hard. 
Once he joins your company, he 
expects to remain completely loyal, 
giving little or no thought to the 
possibility of furthering himself by 
moving elsewhere. He repels the 
thought of going into business for 
himself, in view of the risks. 

Security, Whyte states, is among 
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SAFE, SECURE JOBS? 





the recruit’s chief desires. The big 
firm that offers lots of security is 
far more appealing to him than a 
smaller firm, even though the small 
firm may offer a job promising $15,- 
000 in two years while the big com- 
pany job will provide only $8,000 
in that time. 

Whyte says that his extensive re- 
search indicates that the typical 
trainee relishes a bureaucratic, 
group life in a big corporation be- 
cause once there his worries are 
over and he won't even have to 
think much because he can simply 
go along with the majority opinion. 


Element of truth 


A research study just completed 
by MANAGEMENT METHOps bears 
out some elements of truth in 
Whyte’s findings. But at the same 
time it proves that the picture 
Whyte has drawn of today’s col- 
lege recruit is highly colored and 
in many respects completely false. 

For example, consider Whyte’s 
point that graduates prefer giant 
firms because these firms offer more 
security even though less pay. Tab- 
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ulation of MM’s student survey® 
shows that three-fourths of the re- 
spondents do indeed feel that big 
firms hold the edge in recruiting 
top candidates—but not because of 
security (see chart page 79). Of 
those who hold this opinion, 45% 
said it is because the big firm has 
more and better jobs to offer, 19% 
said it’s because big firms pay 
more, and 15% said it is because 
they are better known. Only 15% 
said security is the prime reason, 
supplemented by another 5% who 
emphasized the many fringe bene- 
fits a big firm can offer. 

Two key questions in MM’s stu- 
dent survey were these: 


= What three factors are most impor- 
tant to you as a student in selecting a 
company to work for? 

= What are the three negative factors 
that would have the strongest effect 


in causing you to reject a company’s 
offer? 


Various items were listed under 
each question; students were asked 
to select among these or add others. 

Tabulation of the answers is 
shown in chart at left. On the 
positive side, notice that almost all 
—95.7%—said opportunities for ad- 
vancement are of prime impor- 
tance. A good salary is shown as 
the second most important positive 
factor, and a lower than average 
salary offer is shown as the chief 
negative factor. It is significant to 
compare the prominence of these 
items with the lack of prominence 
given to security, company size, 
and fringe benefits. 

Does an analysis of these survey 
findings bear out Whyte’s conten- 
tion that today’s trainee is seeking 
only a comfortable, easy and safe 
position in the management ranks 
of a big company? It seems to indi- 
cate just the opposite. 


Tomorrow’s executives speak up 


To supplement its survey find- 
ings, MANAGEMENT METHODS con- 
ducted a series of direct interviews 





®The MANAGEMENT METHODS survey ques- 
tionnaire was distributed to some 1,500 upper- 
classmen in colleges across the country—junior, 
senior, and graduate students in liberal arts, 
business and technical schools. Nearly half of 
them responded; percentage tabulations are 
based on the first 509 returns. 


with college students and others. 
At a roundtable discussion held at 
the Wharton School of the Uni- 
versity of Pennsylvania, two stu- 
dents were asked to reflect the 
views of this year’s crop of gradu- 
ating business students, in addition 
to setting forth their own views. 
The students were selected not 
only because they held opposite 
views in some areas, but because 
they have had experience at more 
than one school. Fred Schlaepfer 
graduated from Brown University 
before going to the Wharton School 
as an industrial management ma- 
jor. Dick Wendel attended small 
Augustana College in Rock Island, 
Ill., before joining the Wharton 
School as a marketing major. 
Following is an excerpt from the 
roundtable discussion in which 
these two students participated. 


Question: From what you know of 
college men about to graduate, do you 
think they lack ambition to work their 
way up to top jobs? 

Schlaepfer: I think most of us have 
ambitions to go as far as we possibly 
can within the limitations of our in- 
dividual abilities and the opportuni- 
ties we are able to find for applying 
these abilities. 

Question: What about the impor- 
tance of security, particularly in a 
starting job? 

Wendel: These days, I think you 
have to assume a certain amount of 
security in jobs. But above and be- 
yond that, I feel that 'm my own 
security—and I think certainly the ma- 
jority of students would agree with 
that. Security isn’t a one-way street; 
the employee has as much responsi- 
bility in this area as does the em- 
ployer—and probably more. 

Schlaepfer: Security to me is a by- 
product. If a company gives you an 
opportunity to learn and to advance 
and to become more valuable, your 
job security is automatically provided. 
Yes, I think it’s the opportunity, not 
the security, that’s important. 


Although Students Schlaepfer 
and Wendel indicated that they 
agreed with some of the points 
made in The Organization Man, 
they made clear that the book does 
not present the attitudes and am- 
bitions that they have seen reflect- 
ed among students—both at the lib- 
eral arts schools they have 
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attended or in the classrooms at 
Wharton. 

They implied that Whyte has 
accumulated evidence of an alarm- 
ing outlook on the part of today’s 
management trainee in the same 


WHY RECRUITS HAVE 


Once he joins a company, 
the recruit’s management 
views will quickly solidify. 


RAINEES ENTERING BUSINESS these 
T days, The Organization Man 
contends, are steering a change in 
the course of management. 

Here, in paraphrase, is what Wil- 
liam Whyte’s book says: 

Management trainees have re- 
jected or made over many tradi- 
tional ideas about the manage- 
ment job and come up with some 
new ideas, bureaucratic in nature. 
Trainees with this outlook are self- 
perpetuating: as they move along 
in business, they turn up as the 
ones doing the hiring, so they re- 
cruit more young men like them- 
selves, and so on. Thus, because 
they are inflicting their new ideas 
on their companies in a continuing 
and expanding way, they are lead- 
ing business down the road to 
bureaucracy. And this is largely 
the fault of colleges and universi- 
ties, particularly business schools, 
and the people in them who “in- 
tellectualize” on management. 

No one at all enlightened in 
management would deny that 
some companies are run on a bu- 
reaucratic basis—particularly some 
of the large ones. But can it be said 
that business in general is in dan- 
ger of bureaucracy—and this be- 





way that one could accumulate 
evidence that all humans are lazy, 
self-interested and hard to get 
along with. Each person is all of 
these things, but few are predomi- 
nantly so. 


CONFLICTING NOTIONS 


cause of the ideas trainees are 
bringing in from their colleges? 
From what has come to light in 
MANAGEMENT METHODS surveys 
and interviews, this seems to be 
putting the cart before the horse. 

It is unlikely that trainees join- 
ing companies this year hold any- 
thing resembling a common man- 
agement concept—bureaucratic or 
otherwise. If there is anything that 
they do seem to have in common 
it is confusion—a deep-seated con- 
fusion as to what the management 
job really is and what their part in 
it should be. Such confusion is un- 
derstandable, and it probably rep- 
resents the biggest problem your 
company faces in effectively tap- 
ping the resources of your new 
recruits. 

Consider these facts: 

In recent years the management 
job has been expanding and evolv- 
ing at a dynamic rate. Such dy- 
namics have created the need for 
new skills, new abilities, new 
knowledge, and an entirely new 
concept of management. In fact, 
the need has arisen for what can 
be termed a “new kind of man- 
ager.” 

This movement has helped the 
college recruit by causing a strong 
demand for him, since he repre- 
sents the raw material for the mak- 
ing of the “new kind of manager.” 
But it has also hindered him be- 
cause methods and concepts have 
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been evolving so fast that it has 
been difficult for him to tell the 
score—especially since some meth- 
ods are always in the experimental 
stage and may in time prove to be 
invalid, or mere steppingstones to 
further change. 

During his education years, the 
average college graduate has had 
his view of management, in true 
action, shielded at least in part by a 
wall of inexperience—perhaps an 
ivied wall. Yet from within the 
field of management he hears loud 
voices contradicting each other. 
The confusing effect of these con- 
flicting opinions is likely to be in- 
creased by the divergent impres- 
sions of the management job the 
student receives from _ other 
sources: his professors, the company 
recruiters who have come to his 
campus to woo him, and from his 
management reading, both fiction 
and non-fiction. 

An example of the conflicting no- 
tions the recruit may get from his 
general reading can be shown by 
again referring to The Organization 
Man, this time comparing it to 
another current bestseller about 
business, Help Your Husband Stay 
Alive! This book, by Hannah Lees, 
is directed largely to young man- 
agement men and their wives. 

On the subject of hard work, 
Whyte says trainees have this atti- 
tude: “They want to work hard, 
but not too hard; the good, equable 
life is paramount ... The usual 
top executive, they believe, works 
much too hard, and there are few 
subjects upon which they will dis- 
course more emphatically than the 
folly of elders who have a single- 
minded devotion to work.” 

On the same _ subject, Author 
Hannah Lees has this to say: “. . . 
the average ambitious young man 
is working to be in a position where 


(Continued on page 78) 
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Get the weather on your side 


Regardless of your type of business, the weather affects your company’s operations and 


profits in either direct or hidden ways. Once businessmen could only accept the whims 


of nature with a helpless shrug. But now you can get an edge on the weather, often with 


better than three-to-one odds in your favor. This article helps you discover how weather 


affects your business, and details how businesses are profitably applying accurate 


weather forecasts and weather research in their long-range and short-range planning. 


me “Some people are 
weatherwise, and some are other- 
wise.” 

This statement by business-mind- 
ed Ben Franklin is more true now 
than ever. Back in Franklin’s day, 
weather came and weather went; 
there wasn’t much that could be 
done about it. Now, weatherwise 
businessmen in all lines of activity 
are learning to anticipate the 
weather, get it on their side, make 
it add dollars to their profits. 

How do they do it? Methods 
vary, but all turn on knowing in 
advance what the weather is ex- 
pected to be before it happens. 
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Weather affects your business 


The influence of weather on 
some industries is obvious, é.g., air- 
lines, construction, retailing. For 
your business, the weather’s influ- 
ence may be less strong, less direct 
—but regardless, weather variations 
are influencing your operations 
somewhere along the line. The 
weather may be slowing the pro- 
ductivity of your plant, it may be 
the cause of some of your personnel 
problems, it may even now be rais- 
ing the price you will pay for raw 
materials next month. 

There is no business in existence 





whose _ activities—and profits—are 
not in some way influenced by 
weather. 

Yet most business executives over- 
look the fact that weather forecast- 
ing is now more than a guessing 
game—and the fact that many spe- 
cialized weather forecasting and 
research services have become 
available to business. 

Today a meteorologist skilled in 
forecasting can make accurate pre- 
dictions of what the weather will 
be next week, next month, even 
next season. He can give you a 
forecast for almost any given geo- 
graphical region. Using techniques 
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unknown to his early counterparts, 
he works with observational data 
from all parts of the world. One 
of his most powerful new tools is 
the electronic computer. 

A weather forecaster cannot tell 
you that precisely at 9 a.m. on the 
20th of next month it will rain cats 
and dogs in Cleveland. He can, 
however, tell you that between the 
18th and the 22nd of next month, 
four-to-one odds favor rain, hard 
rain, in Cleveland (see chart page 
43). Probably a poor time to break 
a big sales push of suntan oil in 
stores there! 


How forecasts are used 


Here's a clearcut example of how 
one firm uses long-range weather 
forecasts and weather research to 
increase its profits. Since the case 
deals with a highly “weather sensi- 
tive” product, the facts are more 
pointed than they would be for 
most other companies. But the case 
should start you thinking of speci- 
fic ways you can begin profiting 
from advance knowledge of the 
weather. 

A snowless season in the North- 
west several years ago left auto 
supply dealers with surplus stocks 
of tire chains on their shelves. Not 
knowing this, a tire chain manu- 
facturer in York, Pa. shipped new 
quantities of chains to the region 
the following year. But no dealers 
bought them. The chains created a 
storage problem, began to rust. 
Reshipping to another sales area 
was impossible, from a time and 
cost standpoint. Result: the manu- 
facturer chalked up a loss for the 
year. 

Desperately, the manufacturer 
turned to a consulting meteorolo- 
gist. The meteorologist developed a 
host of weather indices to help the 
manufacturer. Guided by the pre- 
vious mistake, an analysis was 
made of the past season’s snowfall 
amounts in each sales distribution 
area. From this, the manufacturer 
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was able to predict what regions 
likely had adequate stocks of 
chains still on hand. 

Advance forecasts for the com- 
ing year showed heavy snow ex- 
pected in both the Northeast and 
the Northwest. But in the Northeast, 
the forecast showed, snows would 
generally be followed by warm, 
melting rains. This indicated in ad- 
vance a bad setup for selling tire 
chains. Shipments were scheduled 
to more promising areas. Result: 
maximum sales and profit. 

Consider these other, more com- 
mon, ways that advance knowledge 
of weather can help a business. 

Last July, the plant manager of 
a medium-sized electronic parts 
firm in the Midwest was planning 
his production schedule for the 
next two weeks. After working out 
his schedule, he consulted a weath- 
er chart supplied by an insurance 
company.* He found that a heat 
wave was predicted for the days 
when he had scheduled a vital pro- 
duction run for a key customer. 
Cautiously, he re-arranged his 
schedule, assigning a less important 
job to the days when the heat 
wave was to hit. Later he was glad 
he had made this decision: the 
heat wave arrived on schedule and 
absenteeism soared as female pro- 
duction workers simply didn’t show 
up or called in “sick”. 

Temperature and precipitation 
are not the only aspects of weather 
that bear upon your business. Hu- 
midity, winds, frontal passages and 
other factors all may have their 
effects. 

Consider the case of a plastics 
parts fabricator. Production runs 
involved hundreds of thousands of 
tiny plastic parts stamped from 





°A number of the larger insurance com- 
panies have set up weather forecasting and 
research centers as a service to customers and 
the public. Notable among these services is 
that of the Travelers Weather Service of Trav- 
elers Insurance Cos., Hartford, Conn. For a 
free copy of a Travelers booklet, ““Tomorrow’s 
Weather—Today,” which explains the business 
implications of weather, circle number 413 on 
the Reader Service Card. 


sheets, later sorted and packaged. 
Trouble was caused by static elec- 
tricity. On dry days, the plastics 
parts became highly charged as 
they moved through the stamping 
machines and rubbed against each 
other. The company had tried ev- 
erything including grounding of 
equipment and insulation of metal 
parts to stop static buildup. But 
when relative humidity dropped 
below 40%, it was hopeless. Ma- 
chines jammed, parts clung togeth- 
er tenaciously, workers complained 
and production slumped. 

A company executive noticed 
that this condition always pre- 
vailed on clear, bright days with a 
northwest wind. Investigating a lit- 
tle further into the weather rela- 
tionship, he decided to keep track 
of high pressure systems coming 
his way, for these were the systems 
associated with such weather. 
When his daily weather map indi- 
cated a high would be over the 
region in a day or so, he gave the 
word to the plant supervisor, and 
the troublesome run was called off 
and another run substituted. In this 
way, production in the plant was 
made to dovetail with weather con- 
ditions. Production picked up. 


Research required 


One big problem in using weath- 
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What will the weather be this month? 


AREA I. Northeast 
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Northern New England and most stations along the Atlantic Coast will be 
wetter than normal in May while western sections of New York and Pennsyl- 
vania will be relatively dry. This forecast is in reverse of last May’s rainfall 
pattern. Temperatures will average within one or two degrees of normal 
and generally warmer than last year. 
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Drier than normal is forecast for most sections of the Great Lakes-Midwest 
region. Last year, these same areas were unusually wet. Michigan and 
Wisconsin will be slightly cooler than usual, about the same as last May. 
Kentucky and southern parts of Indiana and Ohio will average four degrees 
below normal and as much as eight degrees colder than last year. 


AREA Ill. Southeast 
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Drier than normal is the forecast for the Southeast in May. Although heavy 
local storms will produce a scattering of ‘wet spots’’, statewide rainfall 
should average well below normal throughout the region. 


AREA IV. North Central 
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Eastern sections of this expansive area will be wetter and slightly cooler than 
usual while farther west, Montana, Wyoming and Colorado will be relatively 
dry and mild. Last year, the Dakotas, Montana and Wyoming were generally 
wetter than usual while other sections were very dry. Most states enjoyed 
milder weather last May. 
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MAY will be colder than normal throughout the Midwest and Southeast 
sections of the country and warmer than normal in the extreme Northeast 
and throughout most of the Western States. Wet areas are forecast along 
the Atlantic Seaboard, as far south as the Carolinas, throughout the 
Central States, from Minnesota to Texas, and in a relatively small area 
in the Northwest, east of the Cascade Mountains. The Great Lakes region, 
the Southwest and much of the Southeast will be relatively dry, The 
following is a more detailed forecast, by region, of weather conditions 
for May 1957: 











AREA V. South Central 
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General rainfall is expected to cover vast areas in the South Central States. 
Sub-soil moisture will improve and despite occasional dry areas, agricultural 
prospects should be bright. Temperatures will average close to normal in the 
extreme west portions of Texas and Oklahoma, and colder than usual in 
Arkansas and Louisiana. 
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Coastal areas in the Pacific Northwest will be drier than normal while Idaho 
and inland stations in Washington and Oregon will be wetter than usual. 
A similar rainfall pattern occured last May. Temperatures will be slightly 
cooler than normal in Washington and Oregon, and slightly warmer than 
usual elsewhere in the Northwest. 
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Most of the Southwest is expected to be drier and warmer than usual this 
May. Total rainfall will rarely exceed 50 percent of normal while monthly 
temperatures should range from near normal along the coast to four or five 
degrees above normal in most sections of Arizona, Nevada and Utah. Last 
May, California was unusually wet. 


Here’s typical advance forecast information businessmen receive. This is May’s outlook as prepared by Weather Trends, 
Inc., New York. Check the service out this month against its predictions—and compare with daily newspaper forecasts. 





er as a business planning tool is that 
research is usually required. Raw 
meteorological facts must be trans- 
lated into terms applying to your 
operations, your problems. For in- 
stance, a “power hog” industry 
wants overcast, cloudy conditions 
phrased in terms of kilowatt-hour 
consumption. A bottled drink dis- 
tributor wants degrees of heat 
(temperature) related to the num- 
ber of case goods he should send 
out on his trucks. 

You may be able to make these 
translations yourself. On the other 
hand, if the weather has a com- 
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plex bearing on your business— 
perhaps affecting both production 
and shipping—it may pay to have 
a research-minded meteorologist 
handle this for you. 

Some weather relations are not 
as obvious as they first seem. Item: 
a company launched an ice tea 
promotion campaign last summer 
in New England—and failed utter- 
ly. Reason: regional preference. 
New Englanders drink their tea hot 
anytime of year. The company was 
able to recoup its loss in the South- 
west where just the reverse holds 
true. 


Ge cnckS SOC. 


Experienced consulting meteor- 
ologists have knowledge such as 
regional preferences on tap—or 
know how to get it. They consider 
it part of their job. 


How to get started 


A good start at relating weather 
to your operations can be made 
without any initial outlay. Here are 
some check points to get you go- 
ing: 

1. Learn to interpret the pub- 
lished daily forecasts in your local 

(Continued on page 70) 





























times to spotlight 


There are pitfalls to delegation. Yet delegation must become second-nature to the 


business administrator. At times therefore, he will want to review his own applications 


of the delegating function. Learn when this may be profitably done. In this way you 


gain a technique that will further both your career — and the career of your firm. 


EDITOR’S NOTE: Dr. Laird here fol- 
lows-up his article “Are You Ready, 
Willing and Able to Delegate?” which 
appeared in the last issue of MM. This 
time he considers half a dozen in- 
stances when alert businessmen can 
take stock of their delegating func- 
tion. He covers some reasons for doing 
this, and concludes with a pertinent 
checklist to get you started on spot- 
lighting your own delegating process. 


ues Quick to seize 
opportune moments for delegat- 
ing, most executives early in their 
careers master the “technique” of 
this process. 

Delegation becomes the sine qua 
non of their role; without it they 
cease to exist. 

Yet, just as anexperienced auto- 
ist relegates his driving skills to 
“habit” so will an executive commit 
his delegating function to habit. 
Periodically, the wise motorist 
knows that declining reflexes, new 
laws, and different mechanical de- 
signs call for deep-seated review of 
his driving. Likewise, business ad- 
ministrators can profitably review 
their delegating process. 


THE PROBLEM 
Executives know they must co- 
ordinate and direct the efforts of 
others. Not work, but delegation is 
their prime responsibility. A job is 
outlined here, authority vested 
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there—a_ responsibility assigned 
somewhere else. Around them 
grows a delegated setup of their 
own creating. 

Yet that administrator is more 
than human who in the course of 
time does not make some unwit- 
ting assignments. Perhaps he dup- 
licated a function in an unwise 
moment. Maybe he is still sitting 
on details that should have been 
turned over to subordinates long 
since. Even with mediocre assist- 
ants, however, the setup continues 
to function. Any slack in the reins 
is taken up before it is noticed, un- 
consciously. Minor points arise that 
would put the delegated frame- 
work to test—but they are met 
almost before they are born. 


Someone wants the answer to 
a problem. Ordinarily, that an- 
swer would be forthcoming from 
Assistant X. However, it is com- 
mon knowledge, unexpressed, 
that Assistant Y really has the 
information—and has it at the 
tip of his tongue. 


Circumventions arise. The setup 
is successful—but only partially so. 
It is not so much successful from 
being a delegated setup as -it is 
simply through the over-all func- 
tion of group effort. Answers are 
developed from the body corpor- 
ate, not from true sources. 

The manager may become aware 


of this. He may sense that things 
are slipping, but he doesn’t know 
just why. He’s been delegating, 
hasnt he? Been doing it right 
along, too. Still the delegation suf- 
fers. It suffers from the mere fact 
that the delegates are people. 
Strong personalities, special skills, 
unusual knowledge at every level 
may make a farce of the manager's 
delegated setup. 


THE SOLUTION 

Legitimate review of delegation 
can be instituted on any of numer- 
ous occasions. There are no hard- 
and-fast rules when this should be 
done. However, there are some six 
instances which, like Shakespeare’s 
stages in the life of man, are sure 
to befall every executive in his 
business career. Upon these occa- 
sions the wise businessman can 
easily bring delegating into the 
spotlight. He can do this without 
making it appear that he is unnat- 
urally delving into his modus oper- 
andi (always a tip-off to ambitious 
understudies ). 


Spotlight delegation when 
hiring 


The new employee gives execu- 
tives the perfect excuse for review- 
ing all delegated functions in their 
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delegation 


respective setups. This is because 
the very newness of a stranger in 
the midst of the administrative staff 
subconsciously suggests to all that 
reassignment and redelegation of 
many duties is at least theoretically 
“in the wind.” Redelegate and del- 
egate anew at this time—and you 
do so with a minimum of discord. 
Try sweeping redelegation reforms 
without some excuse and you may 
reap a harvest of discontent. 

Don’t succumb to the temptation 
to simply delegate to the new man 
all the duties handled by his prede- 
cessor. If possible, tailor the job to 
him. He is an individual; give him 
extra duties which his record indi- 
cates he can handle, and re-assign 
those which may exceed his quali- 
fications. Properly used, the occa- 
sion of hiring a new man can re- 
sult in a general up-toning of your 
whole delegation procedure. 

To show you how important top 
management considers this occa- 
sion of the new employee, one or- 
ganization currently works away 
at getting executives “delegation- 
minded” through instructions to 
new employees. The instructions? 
“Ask your boss for the name of one 
or two people whom you can get 
work information from when he is 
tied up or out of your department.” 

One precaution: restrain the im- 
pulse to dump all unpopular de- 
tails on the new recruit. He will be 
quick to sense this, perhaps be- 
come disgruntled and gyrate to the 
camp of your dissatisfied element. 


Spotlight delegation when 
? subordinates leave 


Here is a second golden oppor- 
tunity to review and revamp the 
delegation procedures. Perhaps the 
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late lamented was holding down 
some detail you think Jones over 
there could do better. O.K., now is 
the time to try Jones out. A review 
of your whole delegated setup at 
this time may reveal how to bring 
many duties more directly under 
the wing of those most qualified to 
perform them. 

This is the ideal time to elimi- 
nate duplications in function. Do- 
ing this before you hire the new 
man will avoid likelihood of his 
wasting your money and his time 
learning the ropes of some task al- 
ready performed by another. 

Redelegation at this time can 
also help you in drafting qualifica- 
tions needed by the new man who 
will fill the job vacancy. Perhaps 
reassignment of duties and shifting 
of functions at this stage will open 
the door to that special type assist- 
ant you've always wanted—but 
never had room for. 

Case-in-point: one sales executive 
with a medium-sized manufacturer 
of aircraft instruments had always 
wanted a righthand man with a 
technological background in instru- 
mentation. The executive could 
handle his selling—but he was often 
backed into a corner by technical 
questions put to him by customers. 
Yet, his chief assistant was con- 
fined by the nature of his work to 
sales analysis and office routine. 
Upon the occasion of the assistant’s 
leaving, the sales executive broke 
down his job into its constituent 
parts. These he redelegated to 
other promising members of his 
staff. Result: he was able to order 
up the ideal linebacker he needed. 
Together they pulled in more sales 
than ever before. 

One danger to avoid at this time 
is the temptation to loyally pitch-in 
and take over the work of the de- 
parted employee. This is short- 


By Dr. Donald A. Laird, Pbh.0. 


Lafayette, Indiana 


sighted, indeed. By adding to your 
burden you retard your own ad- 
vancement—and by taking on de- 
tails from down the line you inhibit 
the growth of those coming up be- 
neath you. 


launching new enterprises 


6 Spotlight delegation when 
) 


A special ill that proper delegat- 
ing can prevent is apt to occur on 
the occasion of launching a new 
company—or expanding your pres- 
ent one. This is the ill of overlap- 
ping duties. In the press of starting 
a new department, delegation and 
assignment of duties often degen- 
erates to a catch-as-catch-can oper- 
ation. The result is always the 
same: an executive staff where 
every man functions as a Jack-of- 
all-trades. 

This is the most wasteful kind 
of administrative setup in dollars 
and manhours. Right when condi- 
tions are apt to be hardest for the 
newly launched operation, it har- 
bors an internal parasite that saps 
its needed vitality. Independent 
consultants find that during the 
critical first three years in the life 
of any new venture, time and 
again the shoal upon which they 
founder is lack of planned delega- 
tion. 

Two partners started a small vac- 
uum forming business. In the be- 
ginning, each man did everything; 
sought equipment for the shop, in- 
terviewed potential employees, 
spent time on the road soliciting 
customers. The company had a hot 
item and grew rapidly. Within a 
year and a half, two plants were 
running on shifts around-the-clock. 

Then one day a tremendous bill 
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taking over your job tomorrow?” 





FIVE PRESIDENTS FROM SOUTHERN RAILWAY 


The most successful executive is the one who delegates himself right 
out of his job—and into a better one. 

For example, within a single year, five executives of the Southern 
Railway became presidents of other companies. They made these 
steps into bigger jobs because they had gained reputations for their 
delegating ability and for the ability to develop men under them. 
And they gained these reputations partly because Southern’s Presi- 
dent, Harry A. Debutts, is a man who encourages his executives to 
move ahead on the strength of their delegating ability. Debutts 
makes a habit of challenging his people to delegate by asking them 
this point blank question: “Who under you would be capable of 








for raw materials came in the mail. 
The two partners, who now had 
split their fields of operation into a 
“home” man and a “field” man, 
were aghast. What had happened? 
Both in their early days had been 
accustomed to search out bargains 
in plastics sheet stock. By chance, 
both partners shortly before had 
noticed a close-out offering of stock 
they could use. Each man sent in 
an order—a big order. It looked like 
a real “buy”, as their early experi- 
ences had shown them. 

Instead of one man in charge of 
materials procurement, both were 
still thinking along this line. The 
result almost wrecked them. Four 
carloads of sheet stock had to be 
warehoused—and money raised to 
meet the invoices. They did it, but 
they paid dearly for their lesson in 
delegation. 


Spotlight delegation when 
4 assuming new duties 


On being assigned new func- 
tions, the delegation-minded exec- 
utive is automatically confronted 
with two choices: 

@ Delegation of new duties to a 
subordinate (often the execu- 
tive is not really expected to 
handle the duties person- 
ally), 

@ Reassignment of other responsi- 
bilities so that new details may 
receive his undisturbed attention. 
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Habitual inability to relinquish 
(fully) certain details of the job 
invites disaster when additional 
work materializes. At the time of 
receiving new _ functions, the 
shrewd administrator can relieve 
himself of many details of his old 
job and in giving them to his as- 
sistant convey the idea that the 
assistant has earned the right to 
them. Thus, double-duty is done: 
the administrator steps on out in 
his own career, and he binds more 
firmly to him the loyalties of his 
immediate helpers. 

Make sure you are clear on what 
you are delegating, and in what 
degree. Your “trial by fire” may 
come as did that of the plant man- 
ager of a New England clockworks. 
Patiently, he had instructed a very 
capable assistant in the details of 
running two medium-sized clock 
assembly plants. Came the day 
when the plant manager’s imme- 
diate superiors decided he was 
really equipped to inaugurate and 
follow-through on a_ nationwide 
sales and marketing campaign. 
The plant manager was tickled— 
he had secretly longed for this for 
months. 

At which point “the best laid 
plans,” as the Scotch poet has them, 
went sadly awry. The assistant 
went all to pieces. The plant man- 
ager had been handing over the 
details of the job to the assistant, 
but not the authority. Like a well- 
trained dog jumping through a 
hoop, the assistant could carry out 


the mechanics of the job, but like 
the dog who won't jump till he 
hears the command, he could not 
initiate action. 

Thus, on the occasion of receiv- 
ing the coveted new assignment 
from above, the plant manager was 
taken aback by being unable to 
turn over completely the operation 
of his plants. Instead, he had to do 
a quick double-take and readjust 
his assistant psychologically. This 
meant a postponement for him. 


| Spotlight delegation when 
) special events occur 


No matter how he does it, the 
busy executive must delegate most 
of the special events which are 
thrown his way. These are the 
blood bank drives and the Red 
Cross fund raisings. Regarded only 
as irritations by many administra- 
tors, these events can be used as 
risk-free tools for the try-out of un- 
known quantities under their com- 
mand. 

For instance, a young hopeful 
harbored many positive attributes, 
particularly along the lines of a 
salesman. However, management 
just simply felt that it would be 
too risky to turn him loose on some 
project where they stood to gain 
or lose hard cash. The company’s 
product was building hardware. 
On the occasion of an industry- 
wide trade show, the young hope- 
ful’s superior elected to let him go 
along with the older sales staff. 

Upon their return, he quizzed 
the sales manager who had headed 
the group. “How did young X—— 
make out at the show, Bill?” The 
answer bounced right back. “Joe, 
you've got to let me have him. He 
showed more originality of ap- 
proach than any ten of our regular 
salesmen. And he directly closed 
six deals right at the show—and on 
the first crack out of the box. He’s 
a natural.” 

Had Joe merely shrugged off the 
opportunity to send the young man 
to the show, he might have held 
back promising talent for years. It’s 
not enough just to delegate “special 
events’ to your secretary or imme- 
diate helper. Look around—these 
are occasions for really spading up 
the strata beneath you. 

(Continued on page 86) 
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How standards are used 


to control indirect costs 


When this company found that its elusive indirect costs were consuming 40% of the production 
dollar, it launched an all-out program to get these costs under control. A series of company-wide 
standards was established and the burden expenses began to shrink. Management found that 
there is no cost item, no matter how nebulous, that can’t be budgeted and controlled. 


Ce When close to 


half its manufacturing costs be- 
came largely uncontrolled, Dana 
Corp. saw distant clouds of finan- 
cial crisis building on its horizon. 

Dana is a 53-year-old auto and 
aircraft parts manufacturer with 
10 plants and with headquarters in 
Detroit. 

Management review had shown 
an excellent system in effect for 
the control of direct manufacturing 
costs, i.e., labor, machine tools, ma- 
terials. These costs, however, ac- 
counted for only about 60% of the 
total outlay for manufactured 
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items. An ill-defined and growing 
area of indirect costs accounted 
for the remaining 40%, and the an- 
alysis showed that these indirect 
costs were not under control. Jani- 
torial services, maintenance and re- 
pair of equipment, tool replace- 
ment, obsolescence, breakage and 
waste—these and other costs were 
entering into the over-all picture, 
but just how was unknown. 


Key method: standards 


The company’s top management 
determined that what was most 
needed was a series of company- 


wide standards related to burden 
costs. A program was undertaken 
to develop such standards—and the 
results became the basis of an ef- 
fective budgeting program that 
covers almost all of Dana’s multi- 
tudinous indirect costs. 

Exact figures are not available to 
show precisely the program’s over- 
all success, but in one department 
alone, scrap has been reduced from 
12.93% to 7.3% of the production 
dollar. In the same department, 
inspection costs have been reduced 
by 20.18%. 

Says Dana President J. E. Mar- 
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tin: “Our program has removed 
almost all financial guesswork from 
the company’s operation, as dis- 
persed as it is, and is providing 
excellent control over the 40% of 
costs over which we formerly had 
far too little control.” 

The standards set forth in writ- 
ing how much money each plant 
should spend on virtually every 
item in the burden cost category. 

Although the system, like every- 
thing else in life, is not claimed 
to be 100% perfect, Dana says it 
has failed to find a single item in 
the burden cost category that can- 
not be budgeted and controlled. 

Establishing the standards was a 
considerable task. The chore was 
undertaken by a central budget 
group at headquarters. 

For instance, before the stand- 
ards covering product inspection 
were established at the first plant, 
the following individuals were con- 
sulted: plant superintendent, in- 
spection superintendent, mainte- 
nance superintendent and each de- 
partmental foreman. The impor- 
tance of their counsel was pointed 
up by the fact that the following 
elements were revealed in the 
existing inspection procedure: 


= The need for an inventory of 
all gauges that were in use. 

= Rework of inactive or obsolete 
gauge types emerged as feasible. 

™ Vendor failures leading to ex- 
cessive rejections and the need for 
additional inspection came to light. 

@ Excessive inspection costs 
were found in some cases to be 
due to the fact that inspection was 
done after a production run was 
completed—too late for corrective 
action to be taken. 


Instances where operators were 
being paid to do gauging, but did- 
n't, were found. (This called for 
placing responsibility on produc- 
tion supervision, thus removing ex- 
cessive inspection requirements. ) 

In all, preliminary cost standards 
on about 45 items were established. 
It was a job that took six months. 
When it was complete, a program 
was begun to apply the standards 
at the other plants. 


How the control system works 


Once the standards were set up 
by the central budget group, the 
major stumbling block to riding 
herd on the 40% burden cost area 
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had been removed. Here’s how the 
program works in actual operation: 

Three months before the begin- 
ning of each fiscal year the Sales 
Department delivers a sales fore- 
cast to the central budget group. 
This forecast is broken down by 
product and by the plants in which 
each product will be manufac- 
tured. 

The central budget group for- 
wards pertinent figures to each 
plant manager. These figures, plus 
the pre-established standards, serve 
as the basis for projected spending. 
The plant manager figures direct 
labor cost on the basis of current 
labor rates; he figures his indirect 
(or overhead) costs by referring 
to the established cost standards 
that have been supplied to him 
from the central budget group. 

The plant manager breaks down 
his budget department-by-depart- 
ment. Department heads or fore- 
men are made responsible for their 
own part of the budget which in- 
cludes the elusive indirect labor ex- 
penses in their departments, as 
well as indirect cost items like ma- 
chine repair and electrical work, 
which, although not under their di- 
rect control, nevertheless, represent 
departmental expenditures. De- 
partment heads and foremen are 
not, however, held accountable 
for items such as taxes and depre- 
ciation. 

For example, when Plant Man- 
ager A broke down his 1957 ex- 
penses, a budget was established 
for Foreman B in the Blank De- 
partment. The foreman was _ in- 
formed that he could spend X dol- 
lars for cutting tools and Y dollars 
for inspection cost—and so on for 
each of his department’s needs. 
Previously, the items were ob- 
tained merely by requisitioning 
them from the Purchasing Depart- 
ment, or, in the case of manpower, 
through the Personnel Department. 

At the beginning of each month, 
a budget is prepared in detail for 
each department at each plant. For 
each cost item it shows the pro- 
jected budget for the month. Each 
department head or foreman gets 
a copy of the budget covering his 
own specific activity. 

At the end of each month, the 
foreman or department head gets 
a report of actual expenses in- 
curred, as contrasted with the 
budgeted expenses. Variances are 


noted and the accumulated differ- 
ences from the beginning of the 
year are recorded. 

After publication and distribu- 
tion of the figures, an end-of-month 
meeting is held with the plant's 
own budget people. Variances are 
reviewed and the causes of vari- 
ances determined. Sometimes the 
standards are found to be in error. 
In such cases corrections are im- 
mediately made. 

The system has provided some 
unforeseen advantages. Since each 
foreman is required to keep within 
a budget, he scrutinizes each ex- 
penditure carefully. © Economy 
measures have been taken in many 
departments. 


How the plan was launched 


About six months were con- 
sumed in preparing the system be- 
fore it was established in any one 
plant. 

Company management made 
sure that the plant manager was in 
full accord with the idea because 
management realized that the sys- 
tem could be successful only if 
such approval was received. 

Also, a training program was es- 
tablished for the foremen and de- 
partment heads. They were con- 
sulted when standards affecting 
them were established or changed. 
Therefore, they not only fully un- 
derstood the system, but they had 
a part in establishing it. This 
helped to assure the system’s suc- 
cess. 

Great care was taken to estab- 
lish realistic standards so that the 
supervisors would not view them 
as impossible to meet and there- 
fore lose faith in the system. 

Management proceeded on the 
theory that Budgeting Depart- 
ments in each plant should be kept 
small. A four-man department runs 
the entire program in Dana’s larg- 
est plant (3,000 employees) and a 
one-man department runs it in the 
smallest plant (300 employees ). 

President Martin says any busi- 
ness can duplicate his company’s 
success with such a program, and 
he thinks everyone should. 

Such a program, he believes, will 
work as well for a small business 
as for a large one. In Dana’s case, 
each plant is, in effect, a business 
within itself. Therefore, the pro- 
gram has been proved effective in 
both large and small plants.  m/m 
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the value of a helicopter 


They're not economical, they won't fly fast, their range is limited and they 


How to size up 


have other drawbacks—but a helicopter can do many things for a busi- 


ness that a conventional plane can't do. Helicopters are now justifying 


themselves as time-savers in a variety of firms. With these facts, judge for 


yourself whether a whirlybird could serve you and your company. 


EDITOR’S NOTE: Last month’s issue 
of Management Methods carried the 
story, “How to profit from a company 
plane.” Included in the extensive 
reader response to this article were 
a number of requests for the facts 
about helicopters. The facts here are 
the result of MM’s research. 
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mms | Eo beaters, whir- 
lybirds, grasshoppers, rotary wing 
aircraft: by any name the helicop- 
ter is an impossible machine. 

Impossible is the key to under- 
standing helicopters. They can do 
easily what is impossible for con- 
ventional airplanes: take off and 
land in a space only slightly larger 
than themselves; fly at slow speeds 
and low altitudes; hover and fly 
backwards. 


Can these unique flying capa- 
bilities be of use to you and your 
business? The answer is a good 
deal simpler than it may look: if 
you want one and can afford it, 
buy one. 

Don't even try to figure out if a 
helicopter will be tangibly profit- 
able. Unlike fixed-wing aircraft, a 
helicopter seldom justifies its cost 
and upkeep on a dollar basis. 

There are, of course, exceptions 
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There’s no broken executive routine in this helicopter. Secre- 
tary can go along to take dictation in the office-in-the-sky. 


to this rule. Notable among them 
are: ranch operations, where one 
man in a helicopter can look after 
more cattle and inspect more 
fences than 20 cowboys on horses; 
transportation of men and _ sup- 
plies to offshore oil drilling rigs; 
crop dusting; and survey work. 
Helicopter manufacturers say the 
list of strictly profitable uses is be- 
ing lengthened. 

But more than money, firms us- 
ing helicopters find they save time. 
Paradoxically, although they fly at 
slower speeds than most regular 
planes (cruising speeds about 100 
mph; effective range approximately 
500 miles), a helicopter can often 
save more time than a conven- 
tional aircraft. Here's how this 
works for Radio Materials Corp. 
of Chicago. 

This company found that rapid 
expansion dictated construction of 
a new plant in Attica, Ind., 130 
miles from its home office. RMC 
owned two fixed-wing aircraft 
which covered the distance in from 
40 to 60 minutes, but plant-to-air- 
port ground transportation in Chi- 
cago and Attica took a total of two 
hours. Total round trip time: be- 
tween five and six hours. 

RMC turned to the helicopter. 
Today the company’s Bell Bellairus 
makes the same round trip in just 
three hours. Service is strictly door- 
to-door, for the Bellairus takes off 
from the rooftop of the Chicago 
office and lands literally at the 
front door of the Attica plant. 
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Advantages to RMC as listed by 
Board Chairman Joseph F. Riley: 
“We save about eight hours per 
passenger per week—and this time 
is saved by highly paid, skilled em- 
ployees or top management. We 
can make flights in weather that 
would ground regular airplanes”. 

In a comparative analysis of 
costs RMC President Richard Bour- 
gerie reports that the company’s 
two fixed-wing planes average be- 
tween $30 and $35 for every hour 
of flying time, while the helicopter 
costs run between $35 and $40. 
Both estimates cover operating, 
overhead and depreciation costs. 

Pretty much the same line of 
reasoning is evident in the attitude 
of the Fastener Corp. of Chicago, 
which has owned a Hiller helicop- 
ter for more than a year. Says exec- 
utive H. G. Aranda: 

“Helicopters are not economical. 
Instead they are a rather expensive 
piece of equipment to operate and 
maintain. We justify such an ex- 
pense in terms of time saved by 
executives, the publicity we re- 
ceive, and the goodwill promoted 
through service rendered to vari- 
ous customers. These are intangi- 
bles but they are definitely on the 
asset side.” 

On the other side of the fence 
stands Rockwell Manufacturing 
Company of Pittsburgh. After a 
year and a half of helicopter own- 
ership, Rockwell gave up the ex- 
periment, decided to depend 
solely on its fixed-wing planes. 





Reasons: helicopters are expensive 
to buy, expensive to operate. Costs 
far in excess of value to firm. Fur- 
ther, executives found themselves 
“vibrating” at their desks after a 
helicopter trip. 


Executive flying carpet 

The ease with which the heli- 
copter lands and takes off, in al- 
most any weather and practically 
on the proverbial dime, is one of 
its chief appeals. 

Frederick C. Matthaei, chairman 
of American Metal Products, is a 
wealthy industrialist who lives 35 
miles from his Detroit office. Tired 
of bucking commuting traffic for 
the 50 minute drive into town, and 
equally tired of time-consuming 
trips to various business meetings 
and luncheon appointments, Mat- 
thaei shelled out $45,000 for a Bell 
‘copter, uses it as his own personal 
flying carpet. Every weekday the 
‘copter lands at Matthaei’s front 
door at 8:30 a.m., whisks him to 
his office in 18 minutes. Later it 
may ferry him and an associate to 
the GM Technical Center in six 
minutes. Driving time for the same 
trip: 45 minutes. Still later, open 
ground near a river provides land- 
ing space for the machine and 
Matthaei walks across the street 
to a business conference. 

The $75 per flying hour oper- 
ating cost seems high at first, but 
Matthaei and his passengers are 
men whose time is conservatively 
valued at $100 to $200 an hour. 

Earning a helicopter license is 
no more—and no_ less—involved 
than getting a fixed-wing pilot's li- 
cense. In each case you must have 
a total of 40 hours, 25 solo and 15 
dual, pass physical and flight tests 
and examinations on civil air regu- 
lations. 

The helicopter industry is look- 
ing to the future with confidence. 
One executive puts it this way: 
“We can't go any place but up.” 

Such optimism seems warranted. 
There is nothing resembling a 
“boom” in helicopters, but neither 
is there likely to be a “bust.” There 
are jobs in industry and business 
that ‘copters can do best; this has 
been proven. The next step is for 
the whirlybirds to do these jobs 
economically. Then the “impos- 
sible” machine may become the 
indispensable link in the business 
transportation chain. m/m 
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‘COMING 


AMAZING WHAT YOU CAN DO 


HOUSANDS of busy executives are 
aes a new kind of magic 
which substitutes brief pencil jot- 
tings for pages of dictation, and 


Verifax copies for pages of typing. 


Letters that ask questions, for ex- 
ample, are handled by jotting an- 
swers in the margin and mailing a 


Price quoted subject 
to change 
without notice. 





ONLY $148. . . Kodak’s new Verifax 
Signet Copier makes 5 copies in 1 min- 
ute for just 2%¢ each. Even one-man 
offices report saving its cost the very 
first month! Thousands in use. Pays to 
have one in ev ery department. 
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Verifax copy as your reply. (Your 
secretary can make 5 of these copies 
in 1 minute for 242¢ each. ) 

Similar jottings—and use of Veri- 
fax copies—lets you speed incoming 
reports, magazine articles, and sales 
inquiries to key men—keeps every- 
one up-to-date as never before. 

No doubt your savings the first 
month on dictation and typing will 
pay for your Verifax Copier. 


Yerifax Copying 


DOES MORE... COSTS LESS... MISSES NOTHING 


MAIL COUPON TODAY ——————-— Pathe, 
EASTMAN KODAK COMPANY, Business Photo Methods Division 





343 State Street, Rochester 4, N. Y. 


Gentlemen: Please send free copy of Don Herold’s 
new booklet, “How I Learned the Verifax of Life.” 197.5 


Name 


WITH AN ORDINARY PENCIL AND A KODAK VERIFAX COPIER 


Free—new Don Herold booklet. 
Famous cartoonist-humorist’s booklet, 
“How I Learned the Verifax of Life,” 
has laughs—and work-saving tips —for 
bosses and secretaries on every page. 
How to end the “quoting” habit - How 
to keep sales leads hot + How to do 
“all-day” retyping jobs in 20 minutes 
How to make an offset master in 1 min- 
ute. Mail coupon today for your free 
copy. Or phone nearest Verifax dealer, 
listed in “yellow pages” under photo- 
copying equipment. 
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Street 
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What are an engineer’s most important tools? 


_An engineer’s most important tools are his crea- in building more efficient operation of office 

live skill and judgement! Creative force suggests equipment. 

different ways of solving a problem. Judgement — Is it a question of inked ribbon? Of carbon 

tells him which is the best! paper? He knows exactly which is the right one 
But only experience can sharpen the edge of for all types of typewriters, bookkeeping ma- 

these talents... and polish his technique in chines and duplicating processes. 

putting them into practice with the physical Your Roytype Representative is a valuable 

tools of his trade. consultant. He can show you how to get the 
In many ways, your Roytype Representative most out of your office equipment... at the 

is like an expert engineer, for he is a man skilled lowest possible cost. 


‘ 
GYAL Roytype™®... . gualily supplies for all business machines 


Roytype Business Supplies, products of Royal McBee Corporation, world's largest manufacturers of typewriters. 
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Sales ideas 


How dealers can lower prices 
through additive markup 


All your efforts to price your products for optimum turnover may 


be wasted by a dealer's indiscriminate pricing. Here’s a retail 


pricing method with numerous possibilities that your dealers 


might use to bolster sales of your products. 


mmm = Pricing can make 
or break a sale. But a manufac- 
turers careful cost calculations in 
setting prices to dealers may be to 
little or no avail if the dealer uses 
an inefficient system for setting his 
own prices. If he simply adds a 
standard gross percentage mark- 
up of the manufacturer's invoice, 
chances are some items are going 
to be priced too high to stimulate 
optimum sales. 

One answer to this problem lies 


++ 


Invoice cost 
Infreight 


Display (8 sq. ft.) 
General administrative 
Delivery 

Advertising 
Markdowns 


Selling cost 


Total 
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Net profit (12% of invoice cost) 


Receiving, polishing and flooring 


Subtotals for calculation of selling cost $ 90.15 


Price tags, additive markup 
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in a quick, reasonably easy pricing 
method known as additive markup. 
It is based on the theory that net, 
not gross, profit is the key to eye- 
catching price tags. 

Additive markup was devised 
by suburban retailers and dealers 
faced with the job of reducing 
prices in order to draw business 
away from their big city competi- 
tors. The system is not in wide use, 
even now. But from the viewpoint 
of both manufacturer and dealer, 
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BREAKDOWN — ADDITIVE MARKUP. 


t 

Table “A” Table ''B”’ ¢ 
$ 50.00 $300.00 ¢ 
6.00 36.00 ¢ 
5.20 6.00 : 

1.80 2.10 ; 

2.40 2.40 + 

8.25 8.25 : 
6.00 9.00 + 
3.00 4.50 + 
7.50 24.00 + 
ae a + 
$392.25 + 

10.02 43.58 + 
$100.17 $435.83 + 
$ 99.00 $435.80 ; 
: 


additive markup is worth knowing 
about because its applications seem 
to be numerous. 

Like many management and 
merchandising techniques, additive 
markup’s evolution has progressed 
on so many fronts that no standard 
procedure for its application has 
yet been developed. However, here 
is the basic idea, followed by an 
actual case example of how addi- 
tive markup resulted in a significant 
reduction of selling price. 

The base of the calculation is the 
cost of the item to the retail deal- 
er. To this base cost is added a pre- 
determined net profit and realistic 
handling and operating costs for 
the particular item. But bear in 
mind that the net profit figure will 
be accurate only as long as sales 
are maintained at the level at which 
operating costs have been deter- 
mined. 

As will be seen in the example 
below, additive markup has little if 
any beneficial effect in pricing low 
cost merchandise. But the spread 
between prices figured by the con- 
ventional method (i.e., a fixed per- 
centage markup) and the addi- 
tive method becomes progressively 
greater as the value of the mer- 
chandise increases. 

This is demonstrated by the pric- 
ing figures for two tables sold by a 
retail furniture store using additive 
markup. In round figures, the ta- 
bles cost the retailer $50 and $300 
(manufacturer’s prices ). 

Using a conventional pricing 
method, the dealer might simply 
have marked up these prices to ob- 
tain a gross profit of 45% of the final 
price tag figure. If he did this and 
then adjusted his figures to the 
nearest “standard” prices, he would 
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HERES HOW... 


Angelica Uniform _< achieves maximum automation 


in an ADP system 








The company’s success proves that maxi- 
mum automation of data processing results 
from thoroughly planned procedures; em- 
ployment of proper forms, construction and 
design; and full utilization of latest writing 
machine equipment. From the one ADP in- 
stallation Angelica not only automated four 
separate procedures into one, but won gains 
never realized before . . . speed of processing, 
freedom from error and delay, company-wide 
control, and current knowledge of inventory. 
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A master tape containing constant customer 

information, together with salesman’s order, 

is the starting point for the automated chain. 

The chain utilizes Flexowriters, wire trans- 

mitters and perforators, by-product tapes at 

four stages, and specially designed Moore 
, forms. It handles all operations speedily .. . 
sens. . order acknowledgment, order processing, 
preparation of invoices, tabulation of sales 
analyses, and other statistics. 
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The Moore man, using Moore facilities, 
helped with the scientific design and con- 
struction of the forms . . . 3-part Customer 
Acknowledgment, 5-part Order Form, and 
4-part Invoice. 


If you would like to read 
the details in this booklet, 
write on your Company 
letterhead to the Moore 
office nearest you. 





MOORE BUSINESS FORMS 


Inc 


NIAGARA FALLS, N. Y. * DENTON, TEX. * EMERYVILLE, CALIF. 


Since 1882 the world’s largest manufacturer of business forms and systems. Over 300 
offices and factories across U.S., Canada, Mexico, Caribbean, and Central America. 


(Circle number 301 for more information) 


34 MANAGEMENT METHODS 


PAE LEAS, 


ASOT OLE ELIE NEO EF 


CSR RRRSte 


probably end up with prices of $99 
and $589 respectively. 

However, under the store’s ad- 
ditive markup system, the actual 
price tags were $99 and $435.80. 
On the high priced item, that’s a 
price difference of $153.20—or 26%! 
This is more than enough incentive 
to get nearby city residents to drive 
out to this store. 


Figuring additive markup 


The chart on page 53-shows how 
the dealer arrived at his prices us- 
ing the additive markup method. 
Individual items are accurate for 
this store but are not necessarily 
typical. Following the store’s prac- 
tice, the figures in the chart are 
rounded to the nearest nickel. 

Here is how the figures were cal- 
culated: 


Invoice cost—Directly from the 
manufacturer's invoice. 


Freight charges—Calculated di- 
rectly from the freight bill. 


Receiving, polishing and flooring 
costs—Computed from time records 
kept on individual items. After 10 
identical pieces have been handled, 
this retailer averages costs and the 
average is taken as a standard for 
that particular piece. If the differ- 
ence between this average and the 
receiving cost of the next shipment 
warrants it, the price is adjusted ac- 
cordingly. 


Display costs—Calculated on a 
square foot basis. This requires con- 
siderable work to set up, but once 
established it has the double ad- 
vantage of being simple to use and 
more accurate than other methods. 

All floor and wall space occupied 
by merchandise is measured. Wall 
space used for shelf displays as 
well as that used to hang mirrors, 
pictures and accessories is included. 
Table lamps and accessories which 
are displayed on other pieces are 
measured as though they used floor 
space. 

This usually totals more than the 
entire floor space of the store, but 
this does not affect the system’s ac- 
curacy as a basis of calculation. 

Then the cost of building occu- 
pancy and display are added. This 
figure is divided by the total square 
foot figure obtained above. The re- 
sult of this division is the annual 
cost per square foot. 

The display cost is then deter- 
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How to increase 
productivity of 
your labor force 


Tested plan provides 
positive guide for 
management action 


Every executive knows that there 
exists within his own organization 
a vast untapped source of increased 
profits —a source that holds more 
cost-cutting potential than automa- 
tion or systems engineering. It is 
the human will to work. 

Few will argue that today’s work- 
er cannot be more productive. He is 
physically and mentally superior to 
his grandfather, and yet when the 
differences in their tools and equip- 
ment are allowed for — he produces 
less. The difference between what 
he can produce and what he does 
produce, more often than not, de- 
termines the competitive position of 
his company in the market. 

But it is wrong as well as useless 
to blame the worker. He is willing, 
(even anxious) that the potential 
be realized — but the responsibility 
belongs to management. 

The mining of this vast reserve of 
profitable productivity is the busi- 
ness of the Sheldon-Claire Com- 
pany. Since 1917 this company has 
served industry on an international 
scale thru 47 field offices in the 
United States, Canada, England 
and France. By giving management 
the tools to work with, together 
with a positive guide for their use, 
Sheldon-Claire has obtained demon- 
strable results in thousands of busi- 
nesses, 


Does Sheldon. Claire fit YOUR 
picture ? 

Any business that employs people 
—service companies as well as man- 
ufacturing plants — can realize new 
profits by increasing wage-dollar 
productivity. Size is not a factor. 
Many Sheldon-Claire customers 
employ fewer than 20 people, more 
employ fewer than 100, yet many 
of the largest corporations in the 
country, such as DuPont and Gen- 
eral Electric, use Sheldon-Claire 
services, 


Does the plan really work ? 


The best answer to this question is 
provided in the fact that 73% of 
Sheldon-Claire’s annual sales vol- 
ume is repeat business. A service 
may be bought originally on prom- 
ises, but it is reordered only when 
it fulfills those promises. 


How much does it cost? 


Less than the price of one cup of 
coffee per week per employee! The 
program ceases to cost and starts to 
earn when it increases the produc- 
tivity of the average worker by less 
than one tenth of one percent. 


New Manual 
outlines plan... 
is available 
Wty to men of 

_ Management 











This book will give you the com- 
plete story of the Sheldon-Claire 
plan, setting forth clearly — ex- 
actly what it is, how it works and 
what it will do for you. You will 
recognize immediately that it is the 
kind of sharp-edged tool that you 
have needed. Nothing is left to 
speculation — it’s all here in black 
and white—all the information you 
need to make a decision. 


Just ask your secretary to attach 
this coupon to your letterhead and 
we will be pleased to send you this 
informative book — naturally you 
incur no obligation by so doing. 


THE SHELDON-CLAIRE COMPANY 

540 N. Lake Shore Drive 

Chicago 11, Ill. 

Attn: Mr. R, W. Hill 

Please send me without cost your Manage- 
ment Manual ‘‘Profitable Productivity’’ 





Position. 





Firm 





Address. 
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HERE’S THE FASTEST, 


MOST ACCURATE ACCESS 
TO VITAL INFORMATION... 


Does your |.D.P. System provide the fastest, 
most accurate access to the vital information 
punched in tape or edge punched cards ? 


Whether your system requires the filing of 5, 7 


or 


8 channel punched tapes or the more direct method 
of edge-punched cards, Vue-Fax, with its principle 


of vertical visible filing, offers the maximum in 


speed, 


location, control and general access to that media 
which activates highly specialized business and 
communication devices equipped with punch and 


reader for code interpretation. 


EDGE PUNCHED CARD USERS PLEASE NOTE 


Vue-Fax offers feed-hole punching up to a 
maximum of 17 inches along one or two edges, 
stock available in white, buff, blue and pink. 


CALL OR WRITE: 


on 


VUE-FAX Corporation - westeury, New york 


MANUFACTURERS OF 


THE 





GREATEST VISIBLE LEDGER FILE EVER DEVELOPED 
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PITNEY-BOWES 
MAILOPENER 


wees PITNEY-BowEs, INC. 

“> 4563 Walnut Street, Stamford, Conn. 
... originators of the postage meter. ..« 
offices in 101 cities in U.S. and Canada, 
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That’s the MailOpener! Because 


it gets the morning mail opened and 


distributed earlier. Result: less time 
lost waiting for mail; the whole office 
gets a head start on the day’s work. 
e A PB MailOpener snips a hairline 
edge off envelopes as fast as they 
can be fed. Much faster than a steno 
with a stiletto! Opens every size 
and thickness of envelope, leaves 
contents intact. Safe, neat, quiet. 
Hand or electric models for every 
need. Even the smallest office can 
benefit from a MailOpener. 

e Free trial: The nearest PB office 
will gladly put a MailOpener in your 
office for a free trial. No PB office 
near? Then write for free booklet. 


FREE: Send for handy desk or wall chart of Postal Rates 
with parcel post map and zone finder. 
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mined by the following formula: 


Number of sq. ft. x cost per sq. ft. 

Turnover factor for the merchandise 

General administrative expenses 
—Also based on a cost per square 
foot basis. 


Delivery expenses—Based on av- 
erages. The total delivery cost of 
each type of piece is determined. 
It includes man-hours required to 
load, unload, place an item in posi- 
tion at the customer’s home, check 
for scratches and perform any other 
service function. These averages 
vary for similar pieces in different 
price ranges, more time being re- 
quired for higher priced merchan- 
dise. The cost of the average mile- 
age for that particular price range 
is added to the labor cost. 

This store makes a periodic check 
on the average mileage for each 
of three price groups. Since the 
checks were started the low-cost 
delivery range has remained con- 
stant while the high-cost range has 
increased steadily. 

Advertising expenses — Deter- 
mined by budgeting a _ definite 
amount (not a _ percentage) for 
each lot or group. By dividing this 
amount by the number of pieces 
bought for that group, the per unit 
advertising charge is determined. 


Selling expenses—Salesmen are 
paid a straight percentage commis- 
sion. Another percentage amount is 
allowed for supervisory and other 
selling costs. The selling expense is 
figured either by dividing the total 
of other costs by the appropriate 
total sales percentage or by using 
a conventional markup calculation 
as was done in our chart. 

There have been a few attempts 
to apply additive markup to small 
ticket and soft goods lines on this 
same item-by-item basis. However, 
on these items it has been found 
more practical to use the addi- 
tive approach in determining con- 
ventional percentage markups for 
groups of merchandise. 

There are many ways that the 
basic idea of additive markup can 
be adapted to special types of prod- 
ucts and special pricing needs. 
Manufacturers might do well to ex- 
periment with the basic idea. If it 
can be applied to your products, a 
means should then be worked out 
for selling the idea to dealers. m/m 
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Modern Management Counts on Marchant 
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Fast ? Its 
almost frighténing!" 





The fastest calculator of all is Marchant. That’s 
because a Marchant’s dials are driven smoothly 
and quietly by its unique, constantly meshed train 
of proportional gears at 1,300 counts per minute 
—twice the speed of any other calculator. 


The Marchant has other important advantages, 
too. Ease of operation is one. Trouble-free depend- 
ability is another—hand in hand with time and 
money saved. And the Marchant gives you con- 
tinuous proof—a straight-line, true-figure dial 
check of every number entered during acalculation. 


What do those advantages add up to? To your 
assurance of the utmost accuracy in your figure- 
work, and to a more efficient and profitable opera- 
tion of your business. 


MARCHANT 
CALCULATORS 


INC. 
OAKLAND 8, CALIFORNIA 


Mail this coupon, with your business letterhead, 
to the address above for free: D-5 
Descriptive literature on Marchant Calculators 
Index to Modern Figuring by Marchant Metheds [ 


FULLY AUTOMATIC 





MARCHANT FIGUREMASTER 
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FINES 


ACCO HELPS KEEP 
THIS BOX empty 


Boy! The things that can happen in 
an office to make you swear!—Lost letters, 
mis-filed reports, mis-laid sheets, a file folder 
that spills its contents, papers blown about 
by drafts, knocked off desks, mis-handled or 
destroyed. 

Why pay penalties for such misfor- 
tunes? Do away with them! Start Accobind- 
ing! That’s the binding-filing-safe-keeping 
system that keeps all related papers together 
as long as you want them. 

Accobind Folders and Accopress 
Binders are available in sizes to fit all your 
filing needs — and they last for years. Ask 
your stationer to tell you more! 


ACCO PRODUCTS 
A Division of NATSER Corporation 
Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 
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*/ love my New Order Desk, 
! find or file an Order ora 
Master in Seconds! 
My Boss is in better humor, too. 
Before | was on my feet as much 
as at my desk” 








WASSELL CORRES-FILE ® 

ORDER DESKS 
give finger tip control of all records. 
Cards and correspondence or orders 
can be mixed. All records instantly 
available. PATENTED 


que DESCRIPTIVE CATALOG 


Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 


Westport, Conn. 





Phone Westport, CA 7-4111, or send coupon 
Please send free Booklet on ORDER DESK 
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Thought Starters deal with “practical solutions to administrative problems.” 
The editor invites contributions—which are paid for at our normal space rates. 


EXECUTIVES 


AMA to establish 
new research center 


Research into executive health 
problems will be one of the even- 
tual functions of a management 
educational and research center 
being established at famous Tru- 
deau Sanitorium, Saranac Lake, 


| N. Y. Under auspices of the Ameri- 


can Management Association, the 


| 90-acre property, with more than 


| 





60 buildings, will become a center 
of research in the science of man- 
agement. In addition to the health 
or Clinical facility, three other prin- 
cipal purposes will be served by 
the installations: 1) continuation of 
AMA’s educational program in the 
management profession; 2) estab- 
lishment of business offices and 
service activities related to educa- 
tional activities of the association; 
and 3) research into managerial 
decision-making and related as- 
pects of the managerial role. 


OFFICE DESIGN 
Partition saves on space; 


permits variety of layouts 
Designed for ultimate utilization 
of floor space, a new office panel 


| features brackets that will support 


desks, cabinets, shelving, lighting 
fixtures, coat racks, pictures, letter 
trays and all other office furnish- 
ings and accessories. In addition, 
changing the office layout can be 
accomplished in minutes. 

The partition, designated Work- 
wall by its developers, consists of 
a system of aluminum uprights 
grooved to lock together sturdy 
synthetic panels. Glass panels may 
also be used. With a simple turn 
of a screwdriver furniture and fix- 
tures can be attached to the alumi- 
num uprights for full support. 

Workwall can be had from rail- 
ing to ceiling heights, and with 
open or closed bases having ad- 
justable legs to compensate for un- 
even floors. Panels may be free- 





standing or attached to existing 
walls. Brackets for supporting vari- 
ous Office furniture components are 
easily attached or detached and 
leave no unsightly marks when al- 
tering setups. 

For more information, circle num- 
ber 419 on the Reader Service Card. 


SUPERVISION 


Supervisor training 
film made available 


A 14-minute, color, sound slide- 
film, originally produced for Esso 
Standard Oil Co. to train super- 
visors in motivating employees for 
better job performance, is now be- 
ing made available to all business 
firms. 

Supplementing the film is a 
trainer's guide containing all mate- 
rials necessary to conduct partici- 
pative supervisory discussion 
groups. 

Called “Examining the Will to 
Work,” the slidefilm reduces to 
concrete terms some of the most 
recent findings on how employees 
can be helped to reach higher lev- 
els of job performance and job sat- 
isfaction. Emphasis is given to 
such points as how a worker feels 
about his job, how he feels about 
the group he works with, and how 
he feels about his immediate su- 
pervisor. Then the film reveals how 
a supervisor, on the basis of the 
personal relationship he builds 
with each of his people, can in- 
crease the productivity of his de- 
partment. 


MANAGEMENT METHODS 




















The slidefilm is available for 
sale but is not for rent. 


For more information, circle num- 
ber 410 on the Reader Service Card. 


EQUIPMENT 


New copying machine 
features speed, light weight 

A newly designed, light-weight 
model of the Thermo-fax copying 
machine has been announced by 
Minnesota Mining and Manufac- 
turing Co. 





Weighing only 45 pounds, the 
all-electric Secretary model will 
give completed copies in as little as 


four seconds. The machine will 
adapt to any desk top or filing cab- 
inet surface. Darkrooms, chemicals 
and negatives are not required, 
and operators need no_ special 
training. The Secretary copying 
machine will accept all six Thermo- 
Fax brand copy papers. A separate 
floor stand is available. 

For more information circle num- 
ber 412 on the Reader Service Card. 


NEW LITERATURE 


Booklet describes pitfalls 
in interstate commerce 


A new booklet outlines the legal 
complications of interstate com- 
merce and gives simple rules for 
avoiding them. 

Never before have there existed 
so many snares for the unwary, ac- 
cording to The Corporation Trust 
Co., publishers of Heads I Win, 
Tails You Lose. Officers responsible 
for signing their firm’s contracts 
will find in these pages descrip- 
tions of traps waiting the uncau- 
tious, and full explanation of their 
meaning. 


For a free copy, circle number 411 


on the Reader Service Card. 
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i] +. the case of the 
dissipated echo! 


poor soul just 
wasted away when 
he ran into a 
Soundex Partition. 
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SOAK UP NOISE 
LIKE BLOTTERS 
SOAK UP INK. 
Perforated surfaces 
plus acoustical core 
, turns the trick! 








«wer 












WRITE FOR 
FREE CATALOG TODAY. 


2417 Eastern Ave. S.E. 
Grand Rapids, Michigan 


(Circle number 310 for more information) 














Miniature Product 


Reproductions 


ey// Recognition 





Miniatures of your product on prac- 
tical jewelry creations offer recognition 
that’s always selling. We would like to 
show you what we can do with your 
product. Why not write us today? 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Codien Manufacturers Sie 1861 


95 Chestnut Street, Providence, R. I. 
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WERE YOU a COPY-CAT 


IN eerie 


Maybe you were, and maybe not, but you recognized at a 
very early age that copying saved a lot of time and effort. 
. - - In school, copying was wrong, but now in business, 
where time and energy are so important, copying is right! 
We're talking about all the hundreds of times you and your 





business need quick, clear copies of correspondence, bills of lading, technical draw- 


ings, sales reports, ete. 


Here NOW, is the finest, most versatile 
and most attractive photo copying 


machine made .. . PHOTORAPID! 


Not just another photo copying machine 

. PHOTORAPID is the only machine that 
combines all copying operations . . . PHOTO- 
RAPID produces exact, permanent, perfect 
copies of anything written, printed or drawn, 
whether the original is single or double sided. 





Used in any light — daylight, fluorescent or 
incandescent. No dark room or special light 
screen necessary. 


Exclusive one knob control makes PHOTO- 
RAPID simple to operate . . . Copies anything 
in seconds. Its copies are legally accepted, 
ready for instant use. 


Here at last is a photocopying machine 
that answers your every need. 


PHOTOrapid of America, Inc. 
320 Broadway, New York 7, N. Y. 


Please send me more information on 
Photorapid. 

| a AS ESR PRE 
I A Ne a 
ADDRESS_._._._£._£_£.§ 
CITY STATE_ 








NEW YORK, Speed-O-Stat Corp., 236 Fifth Ave., MUrray Hill 9-3676 
Distributors < SKOKIE, ILL., The Mullen Co., 3620 Oakton St., JUniper 3-1600 


EL Segundo, CALIF., Pacific Copy Corp., 


1730 E. Holly Ave., ORegon 8-9025 


(Circle number 308 for more information) 
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free booklet (LBV706) to Remington Rand, Room 
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How to combine 


INTERNAL 





EXTERNAL 
Public Relations 


A growing company reaches the point where its own public re- 


lations department can't do a completely effective and objective 
job. At that point or before, say these authors, management 
should avail itself of PR counsel, which can provide a balance 


and a new viewpoint to the PR program. Here are the methods 


by which internal and external PR can be made to augment 


each other. 


EDITOR’S NOTE: This article is written by 
authors with an ax to grind. In various sec- 
tions the authors, William Ruder and David 
Finn, recommend the use of services such 
as those provided by their own company, 
Ruder & Finn Associates, New York City. 
However, before publication, we checked the 
manuscript with other authorities in the field 
who agreed that the points presented are in 
line with their own experience and opinions. 


mms = Every public re- 
lations minded management should 
understand the difference between 
an internal and external PR opera- 
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tion—and what the reasons are for 
using either or both. 

There has been much said on in- 
ternal versus external PR. But 
these are not really alternate 
choices. There’s a time and place 
for both. If you don’t combine 
them when they should be com- 
bined, or if you combine them in 
the wrong way, youre throwing 
away your money. . . and jeop- 
ardizing your PR potential. 

You may be surprised to learn 
that every company has a public 
relations director. In a one-man op- 
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| Leap-before-you-look: hire an 
untried, outside expert 
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Wash - hands - of - whole - affair: 
dump entire job on counsel 
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4 Best-of-all: combine internal and 
external public relations 
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How they handle their personnel 


by William L. Barton, Personnel Director, East River Savings Bank 


A STEP-BY-STEP COMPARISON OF OVER 100 WHITE-COLLAR PROGRAMS 


842 x 11 


> THIS BOOK makes one of the most important contributions to suc- 
cessful Personnel Management in many years. 

_ This is not a book on the “theory” of personnel management. . . 
it is an actual study of WHAT is done... and what the RE- 
SULTS are in 110 actual programs. 

_ Here are detailed facts, findings, analyses and comparisons which 
vividly portray changes and progress in “white-collar” Personnel 
Policies and Practices from 1941 to 1955 . . . intensively presented 
with specific recommendations for today’s executive. 

Confined to white-collar cases 

_ Instead of studying a broad cross-section of business to do this 
job, the author focused on a single industry—Banking. It was a 
calculated choice. The financial field employs every kind of white 
collar worker. Its people work under conditions which permit ac- 
curate observation and analysis. And—most important—there is no 
factory-type industrial relations pattern, in banks, to affect per- 
sonnel policies. 

How do banks attract their uniformly high calibre of employees, 
when frequently the salaries paid cannot compete with those 


over 200 pages - 


more than 100 tables and charts 


offered by similarly substantial jobs in the same communities? 
What incentive to workers are most effective in maintaining high 
morale, loyalty, and a desire to advance within the organization? 
What about such constant considerations as overtime, sick leave, 
separation pay, health insurance, annual raises, group activities? 
These are but a handful of the literally hundreds of personnel 
= answered in this book, the contents of which are listed 
below. 

The scope of this book’s application to your own Personnel prob- 
lems, planning and procedures is almost unlimited. Its complete 
factual approaches . . . with graphic comparisons of policies and 
practices in actual operation ... make it a working tool of 
continuing worth. 

FREE TRIAL OFFER 

We invite you to see “How they handle their Personnel” now, 
without cost or obligation to keep it unless you agree it will be 
worth many times its cost of only $14.75. The coupon will bring 
you a free-examination copy by return mail. 





PARTIAL LIST OF CONTENTS 





I. BACKGROUND AND GENERAL 
INFORMATION 

Plan and Scope of the Study 

Comparative Size and Total Personnel 

Outline of Survey Procedure 

The Questionnaire 


Il. EMPLOYMENT 

Responsibility for Personnel Activities 
Selection of New Employees 
Responsibility for Hiring 

Application Procedure 

Use of References 

Investigation of New Employees 

Physical Examinations 

Aptitude Testing 

Sources of New Employees 

Employment of Relatives 

Probationary Period for New Employees 
Employment of Married Women 
Promotions from Within 

Use of Floating Force and Part-time Help 
Scheduled Workweek and Employment Practices 


Ill, REMUNERATION AND JOB 
CLASSIFICATION 

Position Analysis and Evaluation 

Granting Salary Increases 

Advising Employees when Increases are Granted 

Comparison of Salaries 

The Use of Clerical Salary Surveys 

Cost of Living Salary Adjustments 

Practices for Paying Bonuses 

Wage and Hour Practices 

Administration of Conditions of Employment 

Salary Distribution Methods 

Payment of Overtime Compensation 

Payment of Supper Money 

Payment of Overtime for Supervisors 

Method of Payment for Holidays Worked 

Methods of Recording Time-Worked 


Salary Continuation During Absence 
Due to Sickness 

Rewards for Good Attendance 

Absence Reporting 

Absenteeism 

Practices for Granting Time-Off with Pay 

Allowances for Employees Entering 
Military Service 

Dismissal Compensation Practices 


IV. PERSONNEL ADMINISTRATION 
Personnel as a Major Function 
Progress and Personnel Management 
Organization and Management of Personnel 
The Place of the Personnel Department 
Responsibility for Personnel Administration 
Organization Chart of Authority and Seniority 
Individual Employee Record Files 
Plans for Appraising Performance Regularly 
Purpose of Plans for Evaluating Performance 
Employee Handbooks 
ene erent on Policies 
Methods Used for Disseminating 

Policy Information 
Communicating with Employees 
Additional Employee Communication Needs 
Employee Publications or House Organs 
Suggestion Systems 
Promotion Policies 
Basis for Sound Promotion Policies 
Integration of Promotion with Other Policies 
Satisfactory Working Conditions 
Wired or Recorded Music 
Employee Problems and Complaints 
Employee Attitude or Morale Surveys 
Exit Interviews 
Employee Turnover 
Transfers of Misfit Employees 
Employee Dismissals 
Supervisory Development Programs 
Executive or Management Development 

Programs 
Executive Health Programs 


White-Collar Unionization 
Employee Participation in Management 


Vv. EMPLOYEE WELFARE AND BENEFITS 
Implications of Employee Benefit Programs 
Philosophy Behind the Personnel Program 
Patterns of Employee Benefits 

Security and Stability of Employment 
Vacation Plans 

Variations in Vacation Practices 

Group Life Insurance Plans _ 

Group Life Insurance for Retired Employees 
Death Benefit Funds ; 
Hospitalization, Surgical and Medical Plans 
Major Medical Expense Insurance 
Temporary Disability Benefits 

Pensions and Retirement Plans 
Profit-Sharing or Incentive Plans __ 
Employee Assistance in Personal Finance 
Employee Thrift Plans é 

Social and Recreational Activities 

Employee Dining Rooms 

Formal ‘Coffee Time” c 
Formal Plans for Recognizing Long Service 
Employee Development of New Business 
Fringe Benefit Costs 

Personal Security Account for Employees 


VI. TRAINING AND EDUCATION 
The Need for Training ™ 
Training for Advancement to Higher Positions 
Effective Training and Development 
Training for Clerical Personnel 
Orientation Training for New Employees 
Apprentice Understudy Systems 
Employee Group Meetings 
Regular Meetings of Officers and 

Supervisory Staff 
Internal Training Programs 
Study Courses 
Employee Participation in Forums ? 
Periodicals, Trade-Journals, and Staff Libraries 
Employee Training as a Continuous Process 
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eration, PR is a function of that 
one man. And in a multimillion 
dollar corporation, it still might be 
the function of the top man—the 
president. 

In most companies (beyond a 
certain size) the internal PR re- 
quirements can be analyzed into 
two components: 1) management 
participation, and 2) detail work, 
or operations. 

Sometimes the detail work is 
handled by the president’s secre- 
tary, sometimes by a high level 
vice president (who should be 
finding more profitable ways to 
spend his time), sometimes by a 
sales manager, advertising man- 
ager or comptroller. And some- 
times the president, even in me- 
dium to large sized companies, 
actually spends his own time in 
needless PR detail work, such as 
making copy changes in routine 
company announcements. 

In a growing company, the pres- 
ident faces this question: When 
and how should I delegate PR re- 
sponsibilities to others? 

Should he assign it as an extra 
duty to one of his management 
group; should he hire a_ highly 
skilled professional PR man; or 
should he hire a less experienced 
man who can handle the detail 
work, while he, the president, re- 
tains managerial control and direc- 
tion of the PR activity? 

Generally speaking, the wisest 
move is the latter. The others hold 
bigger potential danger, and may 
lead to an unhealthy internal PR 
setup a year or two hence. 

Here are three examples of un- 
balanced internal PR setups which 
grew up in this way: 


CASE ONE: Delegation of respon- 
sibility to unproven executive. 

The president of a company in 
the plastics business, billing $10 
million annually, felt he knew 
nothing at all about PR. He de- 
cided to hire “a top notch expert.” 
The man hired seemed to have 
excellent qualifications: he had 
worked for several well known 
companies in related fields and 
seemed to be on a first name basis 
with top editors. 

Actually, he was unfamiliar with 
the public relations problems faced 
and approaches needed in this 
type of plastics business. He com- 
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pletely misled the company man- 
agement for more than a year. 

The trouble was that the com- 
pany president relied too heavily 
on his PR expert’s expertness. The 
president did not have the neces- 
sary knowledge to evaluate the 
worth of the man’s efforts. Unfor- 
tunately, it was not until some bad 
mistakes were made by the PR 
director that the company realized 
how costly its error had been. 


CASE TWO: Delegation of re- 
sponsibility to an executive with 
no experience in PR. 


A company in the camera busi- 
ness decided to assign internal PR 
to its advertising manager. This 
man was to “be the boss” of the 
PR program. However, top execu- 
tives had grave doubts about his 
judgment in this field; they kept 
injecting themselves into his PR 
affairs, countermanding his plans 
at every step. The situation was 
mutually frustrating, and, of 
course, the public relations efforts 
turned out to be completely abor- 
tive. 


CASE THREE: Under-delegation 
of responsibility. 

Here is a common error. The 
head of a building materials firm 
didn’t want to be bothered with 
PR activities. He thought he'd 
solve his problem by hiring outside 
counsel, and authorize them to 
carry the ball completely. The PR 
counsel launched a program, but 
since there was no one inside the 
company to handle the detail 
work, the president himself had to 
be bothered with endless petty as- 
signments. In his anxiety not to 
become too encumbered with PR, 
the president accomplished just the 
opposite. 

The problem is to strike just the 
right balance between top man- 
agement participation and the del- 
egation of responsibility for the 
detail work. The healthiest way is 
to start building from the ground 
up. Get a detail man first—a man 
with perhaps a year or two of pub- 
lic relations experience, or of writ- 
ing for newspapers or trade publi- 
cations. Let him work directly 
under the supervision of top man- 
agement—preferably the president. 

Then, when the company is of 
a sufficient size for the president 
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spreads solution, scrubs, rinses, picks up, dries 


You, too, will find big dollar savings with a modern efficient 
Lincoln Auto-Scrubber. Outperforms 5 to 36 men using deck 
scrub brushes and mops. Does all the work in a single auto- 
matic operation. Five models, 18’’ to 60’’ scrubbing width 
for all floor sizes, 2,000 to 1,000,000 sq. ft. or more. Available 
electric, gasoline, liquid propane, explosion-proof. Ask for 
free demonstration. 


TYPICAL USERS: Parke-Davis Co. + American 
Cynamid Co. - Conrad Hilton Hotel - Western 
Union Telegraph Co.+ American Tobacco Co.- 
Lever Brothers Co. + Chrysler Corporation - 
Northwestern Univ. + Trans World Airlines 
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to begin parcelling out some of his 
top management functions, he can 
hire a well trained PR man to op- 
erate on a policy level. The PR 
director should be equipped to 
carry out policy, and to relieve the 
president of all responsibility for 
supervision of PR operations. 


When to hire outside counsel 

Should a company reach the 
stage of having its own PR direc- 
tor before hiring outside counsel? 
Should it have at least some kind 
of internal setup for handling of 
detail work? 

The answer to the second ques- 
tion, we believe, is—yes. The an- 
swer to the first is—not necessarily. 

The major point to remember is 
that a PR counsellor is an outsider; 
he can never be a substitute for 
or a part of your own management 
PR function. This is his major 
asset—and possibly his major lia- 
bility. It will be a liability if you 
try to make him PR helmsman for 
your corporate ship. It will be an 
asset if you make use of his objec- 
tivity as an outsider in helping you 
steer a straighter, sounder course. 

Outside counsel can serve your 
company on either an operational 
level, a management level, or both. 
Whichever he does, it’s up to you 
to build a firm bridge between him 
and your company, so that he 
doesn’t dangle like a broken arm. 

Before deciding to hire outside 
counsel, determine what work can 
best be done outside. The following 
three major reasons for deciding 
to hire outside counsel should prove 
helpful in making this analysis: 

1. Need for PR evaluation and 
planning. Most growing compan- 
ies reach a point when they begin 
to wonder whether their subjective 
PR point of view is leading them on 
the right track. Thus one of the 
healthiest and most significant rea- 
son for seeking outside counsel is 
to get an objective point of view. 

A realistic management knows 
that the face it sees in the mirror 
is not quite the same face that 
others see; it is “posed” to gratify 
the wishful thinking of the looker. 
Only an outsider really catches the 
unguarded look, and in corporate 
life it is precisely those unguarded 
moments that most need public 
relations orientation. 

2. Need for special skills too 
expensive to hire full-time. This 
need is usually brought home to 
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Upholstery of chair pictured is Cohama in white 


*All prices shown are for DuPont Fabrilite upholstery; other fabrics slightly higher. (Zone 2—Texas and 11 We stern States) 
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@ These handsome Cosco Chairs are new... 





and news! More generously proportioned, more 
luxuriously cushioned, styled in smart square 
tubing. Designed by seating engineers, produced 
by skilled craftsmen, to offer day-long comfort, 
life-long wear. De luxe features include dual-con- 
tour molded foam rubber seats, and backrests that 
are foam-cushioned and upholstered front and 
back. Give Cosco “Office Fashioned”’ Chairs a free 
ten-day trial. Call dealer, listed in yellow section 
of phone book, or write factory. We'll welcome a 
chance to prove that Cosco can help you earn a 
more comfortable living... can actually help your 
staff feel better and work better! 


HAMILTON MANUFACTURING CORPORATION 
COLUMBUS, INDIANA 


New 
“Director” 
Series 


Model 28-TA 
Executive Chair 


$5950" 


($63.50 in Zone 2) 


| 
; 


' 


~~. 





Model 25-S 
Secretarial Chair 
$42.50* 

($46.50 in Zone 2) 


Model 23-LD 
General Chair 
$19.95* 

($21.95 in Zone 2) 
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Model 27-LA 
Conference 

Arm Chair 
$39.50* 

($43.50 in Zone 2) 





management when a_ particularly 
important event is coming up: a 
significant financial report, an im- 
portant trip by a top executive, a 
new product or factory, a company 
reorganization, a sales drive. All 
these are legitimate reasons for 
hiring outside counsel. They may 
be viewed as ends in themselves, 
and the relationship with counsel 
may be designed to terminate with 
the completion of the assignment. 
On the other hand, if such short 
term PR projects are used to estab- 
lish a continuing relationship with 
your PR agency, you set a pattern 
of broadening results. 


3. Internal PR setup is no 
longer able to keep up with the 
volume of work. This is usually a 
good sign that the time has come 
to set up a combined internal-ex- 
ternal PR arrangement. The danger 
is that the outside counsel will be 
hired to take over the detail work, 
and free the inside people for 
“more important” work. This, of 
course, is wasteful and in the long 
run will be unproductive. A PR 
agencys professional experience 
should be utilized in analyzing the 
full workload, and in planning a 
program of cooperative effort. 

The implication of all this is that 
all growing companies eventually 
reach a stage at which it is advis- 
able to have both an internal PR 
department and outside PR coun- 
sel—just as it is wise for all com- 
panies eventually to supplement 
their own internal financial or ac- 
counting setup with an outside ac- 
countant or auditor. 

There is, of course, a vast differ- 
ence of opinion among companies 
as to which functions are best 
suited to internal handling and 
which to handling by a PR agency. 
Often, a lot depends on whether 
the counsel is used in a full sense, 
or only for limited assignments. 
Sometimes, also, the internal PR 
man is a specialist in one field 
(such as financial PR) and outside 
counsel is used more broadly in 
other areas. 

Generally speaking, however, 
there are certain areas of activity 
which seem to fall more naturally 
into one group than the other. For 
example, activities which are clos- 
est to the day-to-day operation of 
the company, and for which it is 
logical to have a full-time man on 
the spot, usually should be as- 
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signed to the internal PR depart- 
ment. These include: 

Plant relations, such as maintain- 
ing adequate internal communica- 
tions like bulletin boards and news- 
letters; keeping staff informed on 
new personnel, and about person- 
al news from all personnel. It is 
distinguished from labor relations, 
which involves management pol- 
icy, and on which outside counsel 
is often called upon for guidance. 

Community relations, which calls 
for contact with local groups such 
as Boy Scouts, the PTA, church 
organizations, cultural groups. In 
order to maintain these relation- 
ships over a long period of time, 
the PR person should be identified 
fully with the company as a full- 
time employee. 

News collecting. It is very diff- 
cult for an outsider to keep com- 
pletely abreast on a day-to-day ba- 
sis with what’s going on within a 
company of a newsworthy nature. 
Some internal arrangement is nec- 
essary. 

Special kinds of personal writing. 
Sometimes an executive has a very 
personal approach to writing arti- 
cles, speeches, or messages in key 
publications such as annual re- 
ports. This is particularly true when 
the executive is himself a good 
writer, with a style of his own. 
When he feels it important to in- 
ject such a style into more writing 
assignments than he can _ himself 
take care of, it is often wise for 
him to hire an inside writer who 
can learn to prepare material in 
his way. 

Maintaining relationships with 
special non-business friends of the 
company. These might be in gov- 
ernment, in educational fields, in 
scientific research—or other areas. 


External functions 


Now, here are examples of some 
PR functions that are most often 
best handled by an outside agency: 

Establishing a “PR profile.” Em- 
ployees of the company usually 
find it difficult to assess its current 
state of public relations. The de- 
lineation of a company’s personal- 
ity, with proper thoughtfulness and 
insight, is often one of the most 
valuable contributions _ outside 
counsel can provide. 

Pacing the PR activity. It is often 
difficult for company PR men to 
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WHAT IS 
ENGINEERING TIME WORTH 
TO YOUR COMPANY ? 


This is a question only you can an- 
swer. But certainly engineering time 
is one of the most valuable ingredi- 
ents of our modern economy. To 
Save engineering time means to save 
money directly and indirectly for 
your organization. 

The Filmsort system for engineer- 
ing drawing control is one of the most 
effective means available to you for 
conserving engineering time. Micro- 
filmed drawings filed in Filmsort 
cards provide space conservation and 
accessibility—the latter making it 
possible for your engineers to have 
at their fingertips the filmed drawing 
for reference purposes. With Film- 
sort there is no waiting for costly 
prints to be made—at a loss of valu- 
able time. The engineer need not wait 
for drawings to be brought from a 





® 


storage site or laboriously located 
and handled in original form. 


In the larger organization, volume 
may demand mechanized sorting and 
reproduction. In the smaller *com- 
pany, filmed drawings may be mount- 
ed in standard 3 x 5 file cards, in- 
dexed for manual filing. In either 
case, the Filmsorted drawing is quick- 
ly and easily accessible to the engi- 
neer for reference or enlargement 
copies . . . copies which can be made 
direct from the unitized filmed draw- 
ings using any one of several photo- 
copy or photographic methods. 


Let your local Filmsort Distributor 
help you to install the Filmsort sys- 
tem for engineering drawings best 
suited to your needs. Don’t waste 
more costly engineering time. 


FILMSORT DIVISION 
DEXTER FOLDER COMPANY 
A Division of Miehle-Goss-Dexter, Inc. 
Pearl River, New York 
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INCREASE SALES! 


Add 3-D to Your 
Yo] (Km aaeliitelitele 


D. you have a product or 
service needing a constant 
reminder before a top 
executive buyer clientele? 
If so, embed your message 
permanently in a sparkling 
Lucite 3-D PLASTALLION. 
Many case histories of 
unexpected sales increases... 
PLASTALLIONS bringing in 
orders salesmen couldn’t 
get. Send for our 

FREE 30-page catalogue 
illustrating a wide 

variety of PLASTALLIONS. 
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VISUAL CONTROL PANELS 


Chart Action, Indicate Trends, Permit Comparison, Organize Facts 


Complete flexibility with limit- 
less signalling and charting possi- 
bilities . . . Easily adapted to your 
individual record requirements. 


Lightweight panels contain 
clear plastic tubes which are 
individually removable and may be 
shifted from one position to an- 
other . . . Clarity of tube provides 
full legibility of contents. 


j Ac ACME VISIBLE RECORDS, INC., Crozet, Virginia C-557 
_|Send us more information onVisual Control Panels. 











pC _|We are interested in Acme Visible equipment 
1a oC Se eee records, 
| Kind of record 

| Company _ ee aes 

| Attention ee a a 
Address _ 

| City Zone___ State 
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decide how much or how little PR 
activity is profitable. The judgment 
is easier when one company can 
be compared to many others, and 
outside counsel is in the best posi- 
tion to do this. 

Helping in creative planning. 
Outside counsel can be extremely 
helpful in defining major objec- 
tives, both for the total PR pro- 
gram, as well as the various seg- 
ments. Professional PR counseling 
firms deal with a wide variety of 
PR problems. Because of this, they 
can help internal departments find 
constantly fresh approaches in 
dealing with PR projects. 

Projects in which specialists are 
required. These may range from 
work with organized groups (vet- 
erans, religious groups, fraternal 
organizations, etc.) to projects in- 
volving government, or special 
types of media such as consumer 
magazines or network TV. Outside 
counsel, handling many clients, can 
afford to hire such specialists to 
work on several projects at the 
same time, while one company sel- 
dom has enough of such work to 
keep a specialist busy full-time. 

Evaluation “in depth” of PR 
problems. Outside counsel usually 
can provide a cross-section of PR 
experience in its own top manage- 
ment to help analyze major PR 
problems facing a company. Since 
outside counsel is usually com- 
prised of more people than is a 
PR department, this group PR 
thinking can be very valuable. 
isn't, of course, always a negative 
function, that of problem analysis, 
and often is directed towards de- 
veloping new opportunities. 

Work in some of these areas, and 
in many others, requires effective 
joint thinking on the part of both 
internal departments and outside 
counsel, and liaison with both of 
these and top management. PR is 
a continually creative, dynamic ac- 
tivity, which cannot afford to be- 
come a stereotype. 

When it is being worked on for 
so complex an entity as a corporate 
enterprise, with so many different 
people involved, on different lev- 
els both within the company and 
without, smooth inter-relationship 
between the two groups becomes 
an art to be mastered. When it is 
mastered, PR activity can make a 
major contribution to corporate 
success and wellbeing. m/m 
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And Only Copyflex Copying Gives You All These 


OFFICE MANAGERS! 
your company 
s annually 
ness 


You can save 
thousands of dollar 

with a one-writing bus! 
method! 


One-Writing Benefits for a Penny-A-Copy! 


You owe it to yourself and your company to get the 
important savings offered by the revolutionary one- 
writing method made possible by Copyflex copying 
machines. With Copyflex, you write basic information 
only once—subsequent paperwork needed to complete 
any systematized business operation is mechanically 
accomplished with Copyflex without costly, time- 
consuming clerical copying. Only with Copyflex copy- 
ing do you get all these important benefits for a 
penny-per-copy: 

SPEED! It takes only seconds to make sharp, black-on- 
white Copyflex copies . . . directly from originals! You 
can make any number of copies from the same original 
—all as sharp and readable as the first. 


ECONOMY! Letter-size copies cost less than a penny each 
for materials. And your Copyflex machine requires no 
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Offices in 37 Cities of the U. S. and Canada 


CHARLES BRUNING COMPANY, INC., CHICAGO 


| 

| 

| 

| 

Copies anything typed, written, G; Vile | 
rinted, or drawn on ordinary YY ay | 
translucent paper—in seconds. | 
| 

| 

| 

| 

| 


In Canada: Charles Bruning Co. (Canada) Ltd., 
105 Church St., Toronto 1, Ontario 


special installation or auxiliary equipment, is economi- 
cal to operate. 


VERSATILITY! With Copyflex, you can copy anything 
typed, written, printed, or drawn on ordinary trans- 
lucent paper. You can make copies on white or color- 
tinted paper, on cardstock, or on film. 


SIMPLICITY! Anyone can operate Copyflex. Simply insert 
the original and sensitized sheet, and back comes the 
copy. No negatives, masters, stencils, or plates required. 

Copyfiex Desk Top Model 110 shown above copies 
originals 11 inches wide by any length. Only $555. 
Other models available to copy originals up to 54 
inches wide. Copyflex machinés are ideal for office 
use—absolutely clean, quiet, and odorless! They will 
fit readily into your present systems. Mail coupon 
today —it can mean big savings for you. 


Charles Bruning Company, Inc., Dept. 52-F 

4700 Montrose Ave., Chicago 41, Illinois 

Please send me information on [| Copyfiex. And how the 
one-writing method can help me speed: [| Purchasing- 
Receiving [] Order-Billing —] Production Control 
[] Accounting. 


Name_ " ___Title 
Company__ 

Address __ 

| County State 
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Clean your floors 
extra fast, extra easy! 


Choose the “Lincoln Team” of Scrubber- 
Polishers and Vacuums to keep all your 
floors tip-top clean and lower maintenance 
costs. Change to more efficient Lincoln 
methods now for floor cleaning, off-floor 
dusting and rug shampooing. Wide choice 
of sizes. Ask for literature and free 
demonstration. 


S LINCOLN 


FLOOR MACHINERY CO. 
Dept. |, 1250 West Van Buren St., Chicage 7, lil, 
FOUNDED 1896... 

THE OLDEST AND MOST RESPECTED NAME IN FLOOR MACHINES 
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WORN, BROKEN TABS 
WITH Smith’s 


OPNWINDO 
Steel Guides 


Remove old tabs—slip these mov- 
able, clamp-on guides easily into 
place. 


Available in 1" and 2" widths. Packed 
25 to box with labels in strips for 
easy typing. Also alphabetic labels 
to 200 subdivisions. 


Hundreds of other uses to save time, 
improve filing. See your office supply 
dealer or write direct. 


CHARLES C. SMITH, INC. 
EXETER, NEBRASKA 











For more than 50 years, a complete line 


of time-saving signals and indexes 
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Weather 
(Continued from page 43) 


paper. These are often accompa- 
nied by maps and summaries of 
weather elsewhere. The informa- 
tion is usually supplied by the U. S. 
Weather Bureau office in your re- 
gion. 

2. Listen to one or two good 
weather forecast summaries daily 
on the radio or TV. Almost every 
station now broadcasts such _ in- 
formation regularly. 

3. Try a simple correlation of 
weather to some aspect of your 
business, i.e., good and bad weather 
to good and bad production days, 
high and low sales periods, and so 
on. 

4. Decide where you stand on 
research. Sooner or later, you may 
find it advisable to analyze historic 
weather records and relate them to 
your past business records—making 
projections from there. This may be 
rewarding in terms of general in- 
formation—or it may reveal noth- 
ing. Decide whether your setup 
warrants a historic weather study 
—and if so, whether you should do 
it yourself or hire a weather con- 
sultant. 

5. If you decide to use advance 
weather forecasts in your business 
strategy, decide who is going to be 
responsible for obtaining and pre- 
paring such information. Anyone 
on your staff familiar with statis- 
tical work can be a logical first 
choice. 

6. Using the weather, you will 
be working with new ideas, new 
terms. Take the trouble to under- 
stand what various forecast expres- 
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sions mean. Item: “Scattered show- 
ers,” contrary to much _ popular 
opinion, does not mean “on-and-off” 
rain everywhere over a given re- 
gion for a given time; it does mean 
that there is a chance of individual, 
discrete rainshowers occurring in 
scattered parts of the region (many 
simultaneously) during the period 
of the forecast. 

All important in relating weather 
to business is the time factor. It 
may not be enough to know that 
it will be hot tomorrow. The cru- 
cial question may be—What time 
of day will it be hot? The same is 
true—with broader leeway—for 
long-range forecasts. 

For example, a softdrink manu- 
facturer thought that when the 
day’s humidity was forecast to be 
greater than 75% and the tempera- 
ture was forecast to go over 90°, 
his sales should surely soar. What 
happened was that these maxi- 
mums occurred after sundown 
when the adult population was 
mostly at home. Result: beer con- 
sumption went up, but not the 
softdrinks that would have been 
consumed had the peaks been 
reached during the working hours. 


Why private forecasters? 


Why hire a private weather serv- 
ice, when I can get the informa- 
tion free from the radio or U. S 
Weather Bureau reports?, many 
businessmen ask. The answer is 
that government information is 
compiled for the public-at-large, 
not for businesses individually, or 
even generally. Law forbids the 
Weather Bureau to help or advise 
individuals with weather problems. 

Nonetheless, the USWB is the 
prime source of data. No private 
weather concern could hope to du- 
plicate the widespread informa- 
tion-gathering setup run by the 
government (it deals with such 
things as sun spots, the state of 
the world’s glaciers, distribution of 
upper level winds, and jet streams ). 
Therefore, all forecasters—govern- 
ment, private, professionals. and in- 
formed laymen—use the same facts 
and figures, but they all use these 
differently. 


Forecasts as promotion 


One significant use of weather 
forecasts is for promotion purposes. 
Many companies have found that 
forecasts are a natural attention- 
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getter. Thus, for example, one firm 
may sign up a meteorologist to pre- 
vare a monthly weather chart that 
is sent to dealers or customers, sim- 
ply as a means of building good- 
will. Another company may go a 
step further and supplement the 
graphic forecast charts with a sales 
message. 


Will it snow in the Northeast? 























One large air conditioning com- 
pany started out using a weather 
consultant to get information for 
its own internal use, next began to 
send promotional weather forecast 
folders to its hundreds of independ- 
ent dealers, finally used its weather 
facts as the basis for revamping 
its newspaper advertising cam- 
paign. The company had been con- 
ducting a nationwide ad campaign 
from its home office. This was re- 
placed with an arrangement where- 
in local dealers did their own local 
newspaper advertising. A spokes- 
man for the company points out: 
“It used to be that when it was 
sweltering in Dixie and our air 
conditioner ads were hitting home 
to newspaper readers there, many 
inhabitants in the northern. states 
were still firing up their furnaces— 
using the newspapers containing 
our ads. ... Now our local ads 
appear only when the weather 
forecast indicates they should.” 

The weather has begun to enter 
into the planning of everything 
from ordering schedules in the pur- 
chasing department to menus in the 
plant cafeteria. 

Before long, it may become a 
competitive necessity for you to 
include the weather in your short- 
range and long-range planning. 
Right now it might provide you 
with a competitive advantage. m/m 
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NEW METAL CLASP ENVELOPE 


| A new, more 
comfortable chair 
for cashiers and 
draftsmen 


In one easy sliding mo- 
tion, flap is securely 
locked. Fingers do not 

touch the metal. Provides 
amazing speed for vol- 
Wilmot lief Mel mule Maeleli 
fo) elidel ilela 


At last, solid comfort and posture 
support ina “high” chair! Big, soft, 
foam rubber cushioned seat. Foam 
rubber cushioned backrest curved 
to snuggle into the small of the back 
and give firm support. Footring lo- 
cated for comfort and weld- 
ed to frame for stability and 
safety. This chair is avail- 
able in three adjustable 
seat heights ranging from 
20”-24", 24”-28", 28-32". 
Ask your Sturgis dealer to 
show you the No. 837 High 
Master. The Sturgis Posture 
Chair Company, Sturgis, 
Michigan. Address inquiries 
to The Sturgis Posture 
Chair Company, General 
Sales Offices, 154 East Erie 
Street, Chicago 11, Illinois. 





SLIDE FLAP FORWARD .. . IT’S SECURELY LOCKED... 


FREE SAMPLES! Compare KWIK-KLASP 
with your present closure method. Write 
or call today. No obligation. 


Immediate shipment in stock sizes. Manu- 
factured in any special size or paper. 


TENSION ENVELOPE Corp. 
819 East 19th St., Kansa~ City 8, Missour’ 
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t takes a SYSTEM 


to save filing 
Space > time * money 


The patented “Facile” Guide-Pull and 
Outcard Holder is just one of the many reasons 
why hundreds of companies are adopting 
the Visi-Shelf Filing System! Filing is faster, 
easier, more efficient and more 
accurate — all at great 
economy in cost 
and operation. 

















“TWICE AS 
MANY 
RECORDS IN 
THE SAME SPACE” 
or “SAME AMOUNT 
OF RECORDS 

IN HALF THE SPACE!” 


5. rover’ 


Visi-Shelf File, Inc. Dept. 24 

225 Broadway, New York 7, N. Y. 

Please send the following: 

...File Survey Form 

... Manual on Terminal Digit Filing 
Catalog & Name of nearest distributor 


aed by v- 





OS cn didt dim & ee Semen om 

Write Today for Free i ie 
Survey Questionnaire and I Ee een 
Terminal Digit Filing Manual 0 e008 nce ances 
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How a bank 
will post 
daily changes 
into 700,000 
stockholder 

records in less 

than 1 hour! 





IN BUSINESS DATA PROCESSING 









R rm 
| NATION-WIDE ' 
BANK on ~ wwe 





















This new Electronic Data Processing System solves 
the paperwork problems of large-scale business — 


LEADING BANK. The DATAmatic 1000 will update 
700,000 stockholder records, 100,000 deposit accounting 
records, 8,500 personal trust records and 65,000 install- 
ment loan accounts daily. Sample performance: Post an 
average of 4,000 daily changes into 700,000 stockholder 
records in less than one hour! 


LARGE MANUFACTURER. The DATAmatic 1000 will 
compute and integrate production schedules and maintain 
inventory records for 100,000-unit weekly output (involv- 
ing 8,000 basic types of devices and 15,000 part numbers) 

. compute payroll for 14,200 employees . . . perform 
labor distribution accounting for 8,000 production work- 
ers. Sample performance: Process an average of 25,000 
daily transactions in 2 hours! 


HOSPITAL-MEDICAL SERVICE ASSOCIATION. The 
DATAmatic 1000 will maintain up-to-date 1,600,000 sub- 
scriber records, and process transactions such as billing, 


service reports and posting of receipts. Sample perform- 
ance: Process an average of 25,000 daily transactions in 
2 hours! 


What sold these businesses on the DATAmatic 1000? Its 
amazing speeds, of course... but above all, the fact that 
this is the system designed specifically for business. All 
elements of the DATAmatic 1000 — processing speeds, 
file capacity, flexibility, reliability, ease of programming 
— are perfectly combined for handling an almost limit- 
less variety of large-scale operations. 


Your organization may well find the DAT Amatic 1000 
ideal for cutting costs of office processing work . . . and for 
providing management with accurate up-to-the-minute re- 
ports on which to base daily decisions. If you are considering 
any large-scale data processing program, you will want to 
evaluate the DAT Amatic 1000. Our applications engineers 
will be glad to discuss your requirements. Courses of instruc- 
tion and programming are available. Write for details. 


DATA rmatie 


CORPORATION 


151 Needham St. + Newton Highlands 61, Massachusetts 
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Cool-running 
transistorized computer 


High speeds and extensive 
command structure enable a 
new computer to tackle the 
most complete mathematical 
problems, says its developer, 


Philco Corp. 





= 


Featuring low power con- 
sumption, printed circuitry, and 
light weight, Transac S-1000 
is completely _ transistorized, 
requires only minimal air 
conditioning. Equipped with 
casters, the desk-model unit 
can be integrated into any 
setup. Appeal-to-executives: 
no preliminary _ installation 
work, no special wiring, plugs 
into any existing 110-volt, 60- 
cycle outlet. 

Auxiliary devices include 
high-speed perforated tape 
reader and punch, magnetic 
tape if so desired, and tele- 
printer for manual insertion 
and read-out. 

For more details, circle num- 


ber 417 on the Reader Service 
Card. 


New management control film 


Executives desiring to intro- 
duce their managerial groups 
to electronic data processing 
now have available a 15-min- 
ute, animation film for just 
such a showing. Entitled, Elec- 
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CALCULAGRAPH furnishes 


accurate cost data 


Take the guesswork out of your production costs 
with a dependable, economical Calculagraph system 
— a system that gives you accurate 

time costs automatically. 


What’s more, many workers can record starting 
and finishing time on the same Calculagraph 
and the ELAPSED WORKING TIME for each 
is computed on your job cards 

— to the minute or tenth of an hour. 


Investigate, install Calculagraph now 
and know your exact time costs. 


Write for illustrated brochure to Dept. M 






Agents in Principal Cities. Ke - or} ' 
CALCULAGRAPH eg 


DEPENDABLE ELAPSED TIME COMPUTERS SINCE 1892 


(Circle number 327 for more information) 


73 











SF wodels choose ffeom- 


a 





74 


Lhe New STANDARD Modular 
ROL: DEX unit 


Records roll to the clerk! 
e rolling tray carriages add speed-reduce fatigue « 


Maximum capacity — minimum floor space! 
e 35,000 tab cards* in 4’ 41/.” space « 


and you use your present records! 


Sit-Down, 
Stand-Up or Mobile models to fit your operations 


2 FS oe move record 46308 - 
Standard Models available for 73/.” x 31/,” (tab), 
6” x 4” or 5” x3” cards. 


All Standard Rol-Dex Units are available for shipment direct from stock. 
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WATSON MANUFACTURING CO., Inc. 


Rol*Dex Division, Dept. M, Jamestown, New York 
Please send literature describing new Standard Rol*Dex to: 


Name 
Company 


Street 
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tronic Computers Improve 
Management Control, the 16 
mm film compresses the broad 
scope of electronic operations 
into its short running time. 
The movie was produced by 
the University of California at 
Los Angeles. It is available for 
sale or rent. A novel musical 
scoring actually taken from the 
tones produced by a paper 


tape punch, enhances, but 
does not detract from the 
movie. 


For more information circle 
number 414 on the Reader Serv- 
ice Card. 


Independent computer services 
growing in number 

Electronic data processing 
of records, statistics and other 
business information is now 
available through several in- 
dependent computer facilities. 

In the Southwest, Datics 
Corp., 6000 Camp _ Bowie 
Blvd., Fort Worth, Texas, 
works under contract in the 
realm of large-scale comput- 
ing, data processing, data re- 
duction and consulting. Datics 
also offers research and de- 
velopment in related areas. 

In the East, the Council for 
Economic and Industry Re- 
search, Inc., Washington, 
D. C., has just opened a new 
computer research center in 
Arlington, Va. Company of- 
ficials say this is the first in- 
dependent service equipped 
with IBM’s 704 large scale 
computer. 

Executives note: typical 
problems services this organi- 
zation will handle include eco- 
nomic development programs, 
market projects, production 
scheduling, planning of trans- 
portation programs, plant lo- 
cations, simulations of operat- 
ing problems for management 
guidance, and operations re- 
search generally. 

In addition to handling data 
processing projects for clients, 
C.E.I.R. also undertakes de- 
sign of complete data process- 
ing systems for companies— 
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PRE-PUNCHED, PRE-NUMBERED TAB CARD 
CHECKS “‘ride free’’ on CONTINUOUS forms... 
useful on tabulators, teletypes or typewriters. 
CHECK RECONCILEMENT is obtained at a tiny 
fraction of manual cost by using punched card 
sorter, collator and tabulator. 


ELECTRONIC CHECKS also available on Litho- 
sets . . . requires no change in your present 
method of preparing checks. 

We engineer many types of office 
forms. CONSULT US. 


lao 





Cr snithin 


$00. BITTNER ST ST. LOUIS 15 MO 
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FOR 
ARCHITECTS, 
ENGINEERS, 


it 
NY 
Easy to File... \ 
Easy to Find... 
Your Blue Prints 4 ‘ 





Patents 
EXCLUSIVE Pending 
FEATURES, 
‘Including: 


1. No holes to punch. 


ALL STEEL 


| 
| 





2. Insert sets of prints easily. 


3. Replace any sheet without removing 
other sheets. | 


4. Various sizes of prints accommodated. 
5. No protruding ends of clamps. 
6. Each plan holder clamp holds 1 to 100 


7. The “Glider” can hold 12 to 18 sets. 
8. Clearly visible index shows location of 
sets. 


ALL STEEL construction, but NO INCREASE 


in price at this time! $9450 


DEALER INQUIRIES 
INVITED F.0.B. Chicago 


INCLUDING 
12 PLAN HOLDERS 


| 

} 

; | 
prints. | 
| 

| 


ORDER TODAY OR 
WRITE FOR BROCHURE 


M@MAR INDUSTRIES 


4323 W. 32nd St. @ Chicago 23, Ill. 
SR AA BIEN A SAS RS RETIRES STE 
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including selection of appro- 
priate units. 


Business applications of 
electronic data processing 


Planning a firm’s electronic 
system is the subject of a 
spring course for business ex- 
ecutives. The sponser, Can- 
ning, Sisson and Associates, 
states that the first session will 
be held in New York from May 
20th through 24th, and the sec- 
ond session, also in New York, 
will be from July 22nd to 26th. 

Emphasis will be on applica- 
tions rather than details of par- 
ticular equipment. Points-to-be 
covered: patterns of data pro- 
cessing, making the systems 
study and procedural analysis. 
Examples are to be drawn from 
production and financial con- 
trol in business. 

A repetition of last fall’s 
highly successful offering, this 
new course features an inno- 
vation: session on random ac- 
cess developments. This new 
phase in data processing is 
based on fast access to file in- 
formation—gives management 
almost instantaneous appraisal 
of each day’s transactions. 

Cost of the 30-hour course is 
$160. Sessions will be held 
twice daily, from 9:00 a.m. to 
12:00 noon, and from 1:00 
p.m. to 4:00 p.m. 

For more information, circle 
number 415 on the Reader Serv- 


ice Card. 


Payroll computations 
made electronically 


Use of an electronic “brain” 
for payroll computations is an- 
nounced by The Maytag Co., 
Newton, Ia. In addition to this 
function, the IBM 650 unit will 
also process data on produc- 
tion, inventory control and 
market research. 

At present, the unit (with 
read-punch) records payrolls, 
compiles, weekly job cards, 
and tabulates account distribu- 
tion, cost center cards and per 
cent interval cards—all in one 
operation. 
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SPINVESTIGATE 


Before you BUY 
Visible Equipment 


16 
Good 
Reasons 
with 


Sig-Na-lok® 





PATENTED 


Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 


VESLD f \ 





! Phone Westport, CA 7-4111, or mall coupon i 

Please send free Booklet on SIG-NA-LOK. | 
| Name PTUTTTERELELEEEEEE TLE LEE 4 
| DOIG on can h 566804 dante cbcues $055440oeey { 
| Address.........ssseeseesesceesesceseesen senses | 
Gy. .ccscccccceccccecesoes GD. co csc pscas mM | 
| —_———— ee eee eee eee aakual 


(Circle number 332 for more information) 


Home Study Course 
In Programming 
Business Computers 


A home study course, the first and only 
one of its type, is being offered by Busi- 
ness Electronics Inc. Designed for péople 
without technical training or experience, 
it is based on a similar course members 
of the firm developed and are teaching 
at a large University. 


Students are taught to develop and pro- 
gram electronic systems for business 
problems such as Payroll, Accounts Re- 
ceivable, Inventory Control, etc. for a 
theoretical electronic computer called 
BEC. 


BEC was designed for instructional pur- 
poses and includes the best elements of 
commercially available computers. The 
knowledge the student gains from BEC 
can be applied to any computer. ‘‘Pro- 
gramming for Business Computers” pro- 
vides an opportunity for the student to 
study at home at his own convenience 
for only a few cents a day. 


Free brochures describing the course 
are available upon request from Busi- 
ness Electronics Inc., Educational Divi- 
sion, 420 Market Street, San Francisco 
11, Calif. 


(Cirele number 329 for more information) 
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with the 
PARTITION -ette’™ 


Arnot PARTITION-ettes create an office atmosphere 








that results in greater profit-making efficiency. 
Movable, free-standing and completely flexible, they 
allow for change and changing whenever the need occurs. 


PARTITION-ettes will help solve your space problem 
economically and quickly. Available in steel or 

in genuine Walnut... always in stock, Arnot 
PARTITION-ettes come in four heights (all the 

way to 86'') and 12 widths. 


Arnot also manufactures the famous OFFICE-ettes,{t 
executive furniture, and the industry's most complete 
line of always-in-stock modular components. 
Write for full-color brochure 
showcasing Arnot components 


and new booklet entitled “A 
New Way Of Life In The Office”. 


See the Arnot line at your dealer today. 


ARNOT-JAMESTOWN DIVISION : Aetna Steel Products Corporation 


JAMESTOWN, NEW YORK 
Gentlemen: MM S87 


i'd like to know more about the Arnot furniture components and PARTITION-ettes and receive literature. 


Name Title Address 








Firm Name City Zone State 
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How a British firm cut 


absenteeism in half 


Absenteeism at Pasolds Ltd. was causing management to tear 
its hair. Then a bonus was set up for employees and they were 
docked for being absent—regardless of the reason. Bonus pay- 
ments come from money the company saves as a result of 
smoother production. Thus everyone benefits, including the part- 
time workers who have decided to sign up for full-time jobs. 


me | ANGLEY, ENG- 
LAND—Pay employees dividends in 
addition to salaries and absentee- 
ism can be halved in one year. 

This has been the experience of 
a British knitwear manufacturer, 
Pasolds, Ltd., which claims its 
scheme to thwart absenteeism has 
saved 55,000 manhours, stabilized 
the labor force, and saved money 
in the bargain. 

The system, initiated late in 
1955, works this way: 

Full-time employees get a cash 
bonus for every 16-week period 
they are at their jobs every work- 
ing day. For every half-day they 
are absent, the company deducts 
a stated amount from the total 
dividend. 

The rule is applied rigidly. No 
excuses are accepted. If a worker 
doesn't show up, says Pasolds, pro- 
duction is disorganized whether the 
worker is in the hospital after an 
automobile accident, or has simply 
decided that it’s too nice a day to 
work. Whatever the reason for the 
absence, he loses part of his bonus. 
At no time, however, are regular 
wages involved. 
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In presenting the plan to their 
employees, Pasolds pointed out 
that absenteeism and high labor 
turnover were costing the company 
£500 a week. Four-fifths of this 
waste could be eliminated, the 
company said. 

“If you can save that amount, 
it’s yours in the form of a dividend.” 

The money paid to the em- 
ployee, the company added, would 
be net; Pasolds would pay the tax. 

In addition to cutting absentee- 
ism, the plan enabled Pasolds to 
reduce labor turnover. Located in 
a non-textile area of Britain, the 
company must train every new 
factory employee. In the past, a 
girl would spend days learning to 
operate a sewing machine, for ex- 
ample, then decide to leave. Pa- 
solds had to hire a new girl and 
spend more time and money to 
train her. Under the bonus pro- 
gram fewer people leave; the cash 
dividend is a strong incentive to 
stay. 

Another factor in stabilizing the 
labor force is the fact that the plan 
is open to full-time employees 
only. Pasolds formerly had to de- 


pend on part-time workers to a 
large extent. Now many of these 
have decided that it’s worth their 
while to work full-time, earn a 
larger salary, plus that extra divi- 
dend every 16 weeks. 

Inevitably there were a number 
of headaches when the plan was 
first proposed. Chief among these 
was the opposition of the 120-per- 
son office staff. One of the essen- 
tial features of the plan was the 
use of time cards. To minimize pa- 
perwork as much as possible it had 
been decided that time clocks 
would serve as the check on 
whether an employee had been ab- 
sent or at work. The office staff 
had never used time cards and re- 
sented the idea of clocking in and 
out as did the factory workers. 

During several conferences the 
management stressed the addi- 
tional problems—and paperwork for 
the office staff—that would follow 
if time clocks were not used. Man- 
agement also emphasized that the 
plan was completely voluntary and 
anyone who did not wish to par- 
ticipate could simply not use the 
time cards. Result: 117 of the 120 
members of the office staff went 
along with the scheme—and with 
the time clocks. 


Plan pays for itself 


Pasolds is understandably enthu- 
siastic about the program. With 
more than 55,000 manhours saved 
during the first year, while the 
number of employees has remained 
at about 750, the company figures 
that the dividend plan more than 
pays for itself by reducing waste, 
increasing efficiency in the factory, 
and making possible more depend- 
able production schedules. 


Material in this article was taken 
from a story in the January 1957 
issue of the British publication 
Business. 








he will be beyond the happy limi- 
tations of a 40-hour week and free 
to work 60 or even 80 hours a week 
in pursuit of success. And the busi- 
ness world does all it can to make 
him think there is something wrong 
with him if he doesn’t want to do 
this.” 

Reading these two books, what 
is the young and inexperienced re- 
cruit to think? Are young men in 
management working hard or 
aren't they? Does the company em- 
ploying him expect him to work 
hard or doesn’t it? Should he want 
to work hard, or should he feel 
that there is something wrong with 
him if he is devoting too much 
time to business? 

Richard K. Bard, who is director 
of recruitment for Campbell Soup 
Co., has neatly summarized the 
confusion that many trainees have 
in their minds concerning the man- 
agement job. Mr. Bard, who has 
interviewed hundreds of seniors, 
was one of the participants in the 
roundtable discussion conducted 
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PROFILE OF TOMORROW'S MANAGER (Continued from page 40) 


"How much discontent is bred by a long-range training program?" 
* WEN 


by MANAGEMENT METHops at the 
Wharton School. 


Question: Mr. Bard, do you feel 
that recruits launching their business 
careers have a reasonably clear con- 
ception of management as a whole and 
what part they can expect to play in 
management? 

Bard: I believe most recruits enter- 
ing business think in terms of working 
up into management, but often do not 
know what the field of management 
actually involves. They want to get 
into management, but they don't 
know how they should go about get- 
ting there and in some cases they don't 
know why they want to. 


Team man or individualist? 


One thing that seems to con- 
fuse trainees in their thinking to- 
ward management is the equation: 
teamwork versus individualism. 
This equation has been brought 
into sharp focus in recent years, 
by the spiralling complexity of bus- 
iness and management. 

Excerpt from the roundtable: 
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Question: Which do you think 1s 
the preferred attitude for an executive 
to maintain, an attitude of teamwork 
and human relations or an attitude of 
individualism? 

Schlaepfer: I think because the job 
of management has changed through 
the years and now calls for a great 
degree of specialization, and a great 
number of specialists whose efforts 
must be coordinated, the teamwork 
approach is best. 

Wendel: For almost the same rea- 
sons, I think the attitude of individual- 
ism is preferred. In one sense, manage- 
ment specialization means that you 
should maintain a separate approach 
to things. The coordination comes 
through the art of communication 
which every executive should develop. 


In his book, William Whyte cre- 
ates a true conflict between the 
teamwork approach and the indi- 
vidualistic approach to manage- 
ment. He reports a survey he con- 
ducted covering these two ap- 
proaches, using his findings to 
ramify his theme that people en- 
tering management now are shift- 
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Generally speaking, how good are recruiters 
at finding talent on the campus and selling 
the merits of working for their companies? 
They do a commendable job 68.7% 

They do a superficial job 31.3 


WHAT STUDENTS SAID ABOUT COMPANY RECRUITING 


On what three factors, in your opinion, do 
recruiters generally place primary emphasis 
(black), and if you were a recruiter on what 
factors would you place primary emphasis 
(color)? 

Interview impression 75.2% 55.7% 




























job candidates? 
Yes 
No 


ing away from the tried and true 
course to become mere “yes-men.” 
Whyte sent a forced choice 
questionnaire to 150 corporation 
presidents and 150 personnel di- 
rectors. If they had to choose, he 
: asked them, which of the follow- 
| ing statements would they favor: 


1. “Because the rough-and-tumble 
days of corporation growth are over, 
what the corporation needs most is the 
adaptable administrator, schooled in 
managerial skills and concerned pri- 
marily with human relations and the 
techniques of making the corporation 
a smooth-working team.” 

2. “Because the challenge of change 
demands new ideas to keep the corpo- 
ration from rigidifying, what the cor- 
poration needs is the man with strong 
personal convictions who is not shy 
about making unorthodox decisions 
that will unsettle tested procedures— 
and his colleagues.” 


The chart shows the answers 
that Whyte received. The black 
bars represent the breakdown of 
the presidents’ votes, and the color 
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Do you think recruiters often overlook good 


65.5% 


Yes 
No 


reason? 


Are better known 
Offer more security 


bars represent the votes of person- 
nel men. All the percentages were 
obviously rounded off. 


Whyte’s findings 


Favor administrator 
ATOMS 


1S REBECA ES 70% 


Favor individualist 
MONROE ORES: 


memes = 3()%, 


Whyte received fewer than 100 
returns of the 300 he sent. But he 
says the response was spirited. Un- 
derstandably, many who answered 
said the question was contrived 
and that the forced choice between 
the two points did not reflect their 
true point of view on the subject. 

Nonetheless, Whyte uses these 
answers as a platform from which 
to launch a series of danger signals 
about the bureaucratic attitude 


Have more and better jobs to offer 
34.5 Pay more 


Have more fringe benefits 


75.3% 


24.7 


45.3% 
19.3 
15.5 
14.8 
5.1 


: Scholastic record 65.6 59.1 
‘ Personality 55.4 70.4 
What three factors would most help business Rancentenies comet 37.9 37.4 
firms to improve their recruiting? Previous job experience 26.8 27.5 
Better followup of interview 66.7% Personal appearance 15.5 18.0 
Offer more plant visits 39.4 Pre-employment & aptitude tests 11.7 22.9 
ira Vi Placement officer’s recommendation 6.1 7.0 
Better recruiting literature 38.0 Athletic reputation 3 oO 
More pre-planning of campus visits 35.9 
Offer more summer job opportunities 35.7 Do you feel that large corporations are in a 
Better recruiters 29.9 better position than smaller firms to compete 
aici sclimalians 14.5 for the most highly qualified graduating 
More use of alumni in recruiting 9.8 students? 


If “yes,” what do you think is the underlying 





that he says has pervaded manage- 
ment. He points to his survey as 
evidence that this new attitude is 
spreading through the lower levels 
of management and is permeating 


"The job has changed; 
teamwork is needed." 


SCHLAEPFER 


































Most recruits have questions as to the 


upward. And why does it start at 
the bottom? Because students are 
bringing it in from the campus, 
where they have been embued 
with it by their professors. 

As an experiment, MM included 
Whyte’s forced choice question in 
its own survey of students. As with 
Whyte’s presidents and personnel 
men, many of MM’s students gave 
spirited replies, criticizing the 
question for forcing them into 
a have-you-stopped-beating-your- 
wife answer. The breakdown of the 
students’ answers, however, was as 
follows: 


MM‘s_ findings 


Favor administrator 





61% 


Favor individualist 
LEENA ARANETA RNAS, 39% 





part they will play in management. 


A comparison of MM’s findings 
with those of Whyte shows that 
students are less predisposed to- 
ward the teamwork approach 
(which Whyte says is indicative of 
bureaucracy ) than are the person- 
nel people already in business (al- 
though more so than the presidents 
whom Whyte surveyed). This 
seems to contradict Whyte’s thesis 
that the new attitude has its incep- 
tion on the campus. Instead, it in- 
dicates that something happens to 
a man to make him more team- 
work minded after he gets into a 
company. 

All of this, no doubt, could be 
interpreted in many ways. The re- 
sults of MM’s over-all opinion 
sampling, however, point to this as 
the most accurate interpretation: 

There has indeed been a trend 
toward more teamwork and adapt- 
ability among management people. 
This is a positive trend, bringing 


on positive results. It is caused by 
the growth and change in the scope 
of the management job, calling for 
more and_ better coordination 
among both management special- 
ists and top level administrators. 
Because of the need, management 
people have been compelled to 
develop traits of teamwork, human 
relations and adaptability. These 
traits can and do in some cases be- 
come misguided and result in prob- 
lems—including a shift to a bureau- 
cratic type of management. But 
this is the exception, not the rule. 
The trend toward management 
teamwork does not begin on the 
campus, but rather in business it- 
self, where the need for it arises. 
The trend is then reflected back 
to the campus where educators, for 
the most part, attempt to closely 
follow the trend of management 
and prepare their students for the 
realities they will face when they 
launch their careers. 

Nonetheless, the dynamics of 
change in management have left 
the inexperienced graduate with 
some conflicting notions in his 
mind. The obvious missing ingre- 
dient is a sound and enlightened 
management concept. 

It is safe to assume that the av- 
erage recruit holds his conflicting 
notions about management in a 
state of fluidity until he begins to 
gain some actual experience. But 
soon after joining his company, on 
the basis of what he experiences, 
the recruit is likely to begin solidi- 
fying some of his ideas, tossing out 
the others. The result is that he be- 
gins to construct his own personal 
management concept—one that is 
certainly subject to change, but 
nonetheless one that he uses as 
the foundation for the manage- 
ment career he hopes to build. 

If this concept is wrong, or if it 
is out of line with his company’s 
objectives, a great deal of promis- 
ing potential is going to be wasted 
—either because the recruit’s man- 
agement growth will be stunted, 
or because he will decide that the 
company wasn‘ right for him after 
all, and he'd better seek his oppor- 
tunity elsewhere. 

Thus the big problem facing a 
company hiring a new college 
graduate today is not solely that of 
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Now, you can shield productive workers from the routine office distractions 

v- that clamp a ceiling on efficiency, and you can do it without expensive 

ng remodeling. Office space can be allocated to meet any number of requirements 

ms with HAUSERMAN Divider-Wall combinations of low wall and panels 

sn topped with your choice of clear or diffused glass. Thoughtful placing of 

Divider-Wall gates, for example, sets up flow patterns that keep traffic away 

ut from offices and departments where privacy is required. 

- When new requirements call for new floor plans, Divider-Wall can 

eS, be rearranged in a matter of minutes by your own maintenance people. And a 

di- pleasing combination of Divider-Wall baked-enamel colors helps create 

ut an atmosphere that fosters better employee morale and greater efficiency. 

Ie- The first step towards solving your office space problems with Divider-Wall 
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providing him with the training he 
needs to perform his specific job. 
More important, he needs the kind 
of training that will help him for- 
mulate a solid management con- 
cept that can serve as a positive 
guide in his continued manage- 
ment growth. 


You get the best result by 
giving the recruit a chance 
to perform while he learns. 


wr A COLLEGE RECRUIT joins a 
company, he not only needs 
training—he wants it. But there are 
some other things the recruit needs 
and wants when he joins a com- 
pany. Some of these other things 
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Are colleges guilty of planting false notions in the minds of their students, or 
are they reflecting the change in the management pattern? 


How this can best be done was 
made clear in the results of MAn- 
AGEMENT MErTHOops research study. 
The facts are contained in the fol- 
lowing section. But again, MM’s 
findings are in contrast with the 
findings presented in The Organi- 
zation Man. 


HOW TO TRAIN YOUR COLLEGE RECRUIT 


are equally as important as train- 
ing—if not more so. 

MM’s research study sheds light 
on how important training is to a 
recruit, how much training he 
wants, and what kind. 

In The Organization Man, Wil- 
liam Whyte claims that what the 
recruit wants from his company 
above all is the guarantee of a for- 
mal training program—preferably a 


"Some graduates should 


long one. The reason given for this 
is not so much that the recruit 
wants the training itself. Instead, 
says Whyte, the recruit wants to 
use a training program as a means 
of putting off the day when he will 
have to accept real responsibility. 
Whyte characterizes _ today’s 
graduate as practically demanding 
a formal training program—and 
primarily for negative reasons. 
MANAGEMENT METHODS own 
study bears out the interest stu- 
dents have in a company training 
program. For example, one-third of 
the student survey respondents 
ranked a training program as a 
primary factor in selecting a job 
bid. But direct interview with stu- 
dents shows that Whyte has highly 
over-emphasized—and misinter- 





preted—the importance of formal- 
ized training. 

Excerpt from the Wharton 
roundtable: 


Schlaepfer: In my first job after 
graduation, I expect that my starting 
salary will be between $450 and $550 
a month. However, it will depend on 
whether there is a training program 
involved .. . 

Question: Would a training pro- 
gram mean you would take a lower 
salary? 

Schlaepfer: Yes. 

Question: Then a training program 
is pretty important to you. 

Schlaepfer: Yes, but that’s not the 
reason I'd settle for the smaller start- 
ing salary. If a company were mak- 
ing an additional investment in me 





"The word 


'flexibility' 
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look to small firms for the opportunity they seek." 


through a training program, I think it 
would be reasonable for them to pay 
me less than if I were in a position 
to actually begin assuming responsi- 
bility. 

Question: All other things equal, 
which would you prefer—to join a 
company and go through a formal 
training program, or to actually begin 
assuming responsibility as quickly as 
possible. 

Schlaepfer: I would prefer the lat- 
ter. 

Question: A chance to take on re- 
sponsibility is more important to you 
than a training program? 

Schlaepfer: From the viewpoint that 
it would give me a chance to demon- 
strate my potentiality, yes. I would 
like to have the opportunity to prove 
myself. 

Question: Do you think most other 
business students feel the same way? 

Schlaepfer: I don’t know for sure. I 
would say most of them do, but they 
are willing to postpone the chance to 
assume responsibility in order to take 
advantage of a really good training 
program. 

Question: Mr. Wendel, what do you 
feel is the prevailing attitude toward 
formalized training programs among 
people entering business from college? 

Wendel: I wonder how much dis- 
content a company breeds by putting 
a recruit through an extensive training 
program when he has no ascribable 
responsibilities. I think you reach the 
point where neither the man nor the 
company benefits. I don’t think they 
like the idea. They want to do some- 
thing! In my own case, now that I’ve 
just about completed my college years, 
I don’t want to join a company and 


find myself right back in the class- 
room. 


Other students interviewed by 
MANAGEMENT METHOps voiced at- 
titudes similar to those of students 
Schlaepfer and Wendel: a training 
program has definite advantages 
but it is not something that the 
student is inclined to demand of 
his employer. It is not viewed as 
something to be prolonged as a 
paratrooper might hope to prolong 
his ground exercises—in order to 
postpone the day when he will 
have to go up and actually jump. 

Recruiter Bard indicated that he 
thought his company, Campbell 
Soup, probably had the best an- 
swer to the recruit’s desire for both 
training and responsibility. 


Question: Mr. Bard, is it your ex- 
perience that college recruits resent 
a formalized training program that 
keeps them away from assuming spe- 
cific job responsibilities? 

Bard: Generally speaking, yes. But 
I don't think the two are necessarily 
in conflict—they can be combined. For 
example, our company tries to provide 
a flexible training program, tailored to 
the needs of the individual recruit. 
And we try to give each recruit spe- 
cific responsibilities too. 

Wendel: Yes, that’s the answer. I 
think most students would consider 
that kind of an arrangement ideal. 

Question: How does Campbell 
Soup’s flexible training program work? 

Bard: Let me try to describe the 
program quickly. Let’s say we bring in 
a man for the Industrial Relations De- 
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partment and we call him an indus- 
trial relations trainee. During his first 
year, he will be moved around to 
various aspects of the industrial rela- 
tions job—but not simply as an ob- 
server, or simply to handle routine 
clerical chores, for example. He will 
get specific duties. He may actually 
investigate grievances for the Labor 
Relations Division; he may investigate 
accidents in the Safety Division; he 
may write job descriptions and help 
with wage survey, etc. During this 
time he is developing confidence and 
proving himself to our management. 
He is under adequate supervision, of 
course, and given constant counseling 
and guidance, but he is working. At 
the end of a year under this arrange- 
ment, he has, in fact, completed an 
initial training program and is ready 
to assume specific duties in his own 
right. The amount and type of duties 
he is given in this first year depend 
upon the man and his progress, not 
upon an inflexible, written policy. 

We use the same general approach 
in all departments of our company— 
engineering, chemistry, accounting. 
The advantage is that the recruit 
isn’t just observing and going through 
the training motions of a job he hopes 
to handle later. We think it’s far better 
to encourage him to get up his mo- 
mentum as quickly as possible and 
learn as he goes along. A number of 
executives in our company have come 
up through a flexible training program 
of this kind. 


Almost all of the students inter- 
viewed by MM’s editors expressed 
their favor for an arrangement that 
would permit them to perform use- 
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as applied to training a recruit on the job is vital." 
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ful work while going through their 
initial indoctrination and training. 
The preference for such an ar- 
rangement was found to be par- 
ticularly strong among business ad- 
ministration majors and engineers, 
even more so among graduate stu- 
dents in these fields. Liberal arts 
students, generally speaking, were 
less emphatic in their desires to im- 
mediately assume responsibility, 
largely because they recognized 
that their broad educational back- 
ground does not in itself equip 
them to handle business responsi- 
bility without some specific train- 
ing. 

The fourth member of the Whar- 
ton roundtable was Robert L. Mac- 
Donald, Penn’s director of  stu- 
dent placement. He added a note 
of caution to the discussion of how 
quickly a recruit should be given 
a chance to prove himself by be- 
ing assigned responsibility. 


MacDonald: I think the word “flexi- 
bility” as applied to training on the 
job for recruits is vital. Students un- 
questionably are looking for the op- 
portunity to prove themselves—but at 
the right time. They shouldn’t be 
forced to move into a job too soon, 
so that they will fail, and neither 
should they be forced to wait too long 
for responsibility, so that they get no 
feeling of accomplishment. From what 
I know of students, I think employers 
can serve themselves best, and develop 
their recruits best, by watching for 
just the right time to give the new 
man a challenging assignment. 


PROFILE OF TOMORROW'S MANAGER 


Tomorrow's manager, as repre- 
sented by today’s campus recruit, 
is not nearly so ill-prepared or 
misdirected as he has been charac- 
terized by some. On many cam- 
puses today, he is receiving better 
preparation for a management ca- 
reer than was ever possible in the 
past. 

The campus recruit does possess 
some confusing misconceptions 
about the field of management that 
he is entering, but these are caused 
largely by the vacuum of his in- 
experience. They can be overcome 
by the alert employer who pro- 
vides a perceptive approach to ori- 
entation and training. The forego- 
ing facts will serve as a_ useful 
guide in this respect. 


Small firms can recruit 


Moreover, the findings of MM’s 
study of the college student should 
provide encouragement to small 
and medium sized firms that have 
disqualified themselves from the 
competition for top caliber college 
recruits. Many smaller firms feel it 
is a waste of time to indulge in a 
recruiting program because good 
candidates will consider working 
only for giant firms. MM’s study 
shows that the big firm does have 
an advantage, but that the small 
firm is by no means disqualified. 

{ven now, smaller firms have an 


opportunity to get some of 1957's 
crop of graduates on their payrolls. 
Despite the fact that graduation 
day has just about arrived, many 
seniors—a sizeable minority if not 
the majority—are still seeking the 
job and the company best for 
them. It’s not too late to start inter- 
viewing. Certainly it is not too late 
to begin planning a long-range re- 
cruiting program. 

The primary point to remember 
in recruiting is that the program 
should be set on the same basis 
as a sales campaign—emphasize the 
features you have to offer that ap- 
peal most to the “customer's” inter- 
ests. If you stress the security that 
a position with your company will 
provide, or the fact that the student 
can look forward to a long period 
of impotence because of your 
formalized and inflexible training 
program, chances are that you 
won't get far. The graduate doesn't 
want to be “stock-piled”; he wants 
a chance to handle responsibility 
while he is learning the ropes. m/m 





Reprints of this article are avail- 
able at the following prices: 


Single reprints ........ $1.00 
Five reprints ........ 2.50 
ea 40¢ each 
100 or over ...... 35¢ each 











Today's recruit is not nearly so ill-prepared or misdirected as he has been characterized by some. 
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Delegation 
(Continued from page 46) 


() Spotlight delegation when 
being promoted 


Every move up the ladder calls 
for delegating a larger and larger 
share of responsibility. A rule of 
thumb used by some: first level 
supervisors should delegate 25% of 
their responsibilities; top men 
should shed 95% of theirs. 

Promotion always presents the 
opportunity, almost the obligation, 
for some immediate delegating. 
Do not try to retain control of the 
duties you leave behind. 

To facilitate this, some compa- 
nies move the newly appointed ex- 
ecutive to other plant locations. 
Some promote only across chan- 
nels. 

In smaller companies, complete 
relocation is not always possible. 
In the common situation here 
where emeritus and incumbent are 
still on the premises, a good idea 
for the outgoing man is to delegate 
98% of his old job the day he 
leaves it. The remaining 2% can be 
performed on a “consultant” basis 
—and this only if his successor asks 
it of him! 

Complete weaning from the old 
job is essential. This is necessary to 
assure success in the new post, and 
also to give full “birthright” to suc- 
cessors entering new positions. 

To help you get started at any 
time on a review of your delegat- 
ing process, here are five check- 
points useful as a working guide. 
@ Are you covering all essential ac- 

tivities by delegation? 

@ Are you sharply defining each 
delegated duty to avoid dupli- 
cation and misunderstanding? 

® Are you even now providing for 
understudies and giving them 
necessary coaching sv that your 
firm (or department) may de- 
velop flexibility and depth in its 
organization? 

™ Have you devised controls to 
spot-check the effectiveness of 
your delegation? 

® Have you tailored the delegation 
to the man, yet left it as a chal- 
lenge to him? m/m 
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As more companies set up executive bonus 
plans, they find that a bonus must be well con- 
ceived to be effective. Unless it makes an exec- 
utive more productive and more loyal, it’s a 


failure. Key factor to consider: taxes. 


EXECUTIVE PAY PLANS. William J. Casey. Institute for 
Business Planning, Inc., 2 W. 13th St., New York 11. 
197 pp. 1956. $12.50. 


mms §=According to the American Manu- 
facturing Association, about 45% of the commercial 
and industrial firms throughout the United States now 
use some form of incentive compensation plan for ex- 
ecutives. The purpose of such a plan is to gear execu- 
tive compensation to performance. This is usually done 
by gearing the bonuses to company profits. However, 
there has been a recent trend towards refining the 
basis of executive bonuses to tie the amount more 
closely to the specific responsibility of a particular ex- 
ecutive. This has been common practice for sales ex- 
ecutives, their bonuses being related to sales volume. 
Bonuses for purchasing executives have been related 
to standards of purchasing performance. Bonuses paid 
to department heads are related to profits earned by 
their department. 


Executive bonuses vary 

Both the prevalence of executive bonuses and the 
importance of the bonuses in comparison to salary vary 
by industry. 

Incentive bonuses will be more freely used and play 
a more important part in the compensation scheme in 
those industries in which there is a great premium on 
personal talent, initiative and drive. Wholesale and re- 
tail trade bonuses are likely to run to 60% of salary. 
At the other end of the spectrum, utilities, banks, in- 
surance companies and other financial institutions 
have not adopted bonuses to any great extent. When 
they do, the bonus is likely to range between 5% and 
15% of salary. 


Profits not absolute measure of performance 
Profit sharing for key executives has the advantage 
that it creates an immediate and powerful incentive. 


MANAGEMENT METHODS 





SSS 





sound bonus plan Casy 


---like peeling a banana! 





r EDITOR’S NOTE: One of the most direct and effective 

i ways for your company to solve the executive shortage 
is through a sound program of executive compensation. 

bis How to do it is described in thorough, understandable 
detail by William J. Casey’s book. It digs into topics 

a ranging from “How to evaluate your company’s program,” 
to “Split-dollar life insurance,” and “Deferred pay con- 
tracts.” The following article is a representative sampling 
of the book. 

or 

. Its main disadvantage is the difficulty of determining 
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in advance or selected by a committee on the basis of 
their performance for the year. Similarly, the propor- 
tion in which a group of executives are to share in a 
profit sharing fund may be fixed in advance, or it may 
be set in proportion to salaries, or it may be based on 
a merit rating formula, or it may be set by a committee 
reviewing executive performance for the year. 


Method of payment 

Profit sharing distributions are made currently or 
they are deferred. They are made in cash or in stock. 
And many companies give some currently, some later 
on, some in cash, some in stock. 

One virtue of a deferred distribution is that peaks 
are minimized. When a company has a very good year, 
executive profit sharing paid all in one year could put 
the executive in tax brackets where his bonus would 
not be worth much. This may be relieved by paying 
him his bonus over the succeeding four years. 

Thus, for example, Monsanto Chemical pays its 
profit sharing bonus in four annual installments if it is 
“earned out” by the executive remaining with the com- 
pany and meeting other conditions. The company de- 
ducts each annual installment as it is “earned out” and 
the executive reports his bonus as he gets it. 

When profit sharing is paid in stock the company 
usually pays enough in cash also to permit the execu- 
tive to pay tax on his bonus. The Monsanto plan leaves 
it to a bonus committee to decide how much of the 
amount available for profit sharing shall be paid in 
cash, how much in stock. 

The Van Raalte Co. has a fixed profit sharing for- 
mula but leaves it to a committee to determine that 
15% or 25% of an executive’s salary and profit sharing 
bonus combined shall be set up as deferred contingent 
compensation, payable at retirement in 10 annual in- 
stallments or at death. 


Developing a sound plan 

The trend toward bonus plans is picking up speed. 
More and more companies realize that the favorable 
tax and incentive features of the bonus device make 
it a must in modern pay planning. 

Why a bonus plan? In addition to its incentive value, 
a bonus plan has four great tax advantages: 

1. A bonus contingent on profits or sales automati- 
cally moves up as corporate profits move into higher 
corporate or excess profits rates. 

2. It is easier to convince tax men (and stockhold- 
ers) that bonuses do not exceed “reasonable level of 
compensation” if they are paid pursuant to an arrange- 
ment which gears them to profits or sales. 

3. The company can get a tax deduction in the year 
the profits are earned while tax to the executive can 
be put off until payment in following years. 


How to make a bonus plan work 

The success of a bonus plan depends on its effective- 
ness as an incentive. Unless the bonus makes an ex- 
ecutive more productive and more loyal, it is a failure 
from company’s view. From executive’s viewpoint, to 
be an actual incentive it must give him a real benefit 
in after-tax income— not just an illusory gain. 

Naturally, there’s no “best” way to make an incentive 
plan work. But there are basic principles that have 
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proved their worth in actual practice and which should 
be considered in drawing any bonus plan. Experience 
with bonus plans shows that— 

1. The bonus must be substantial. If total kitty aver- 
ages below 30% of salary in a fat year, it is probably 
too small. 

2. Payment should be on basis of performance, not 
base salary. 

3. Bonus must be available to all executives above 
certain level—not limited to departments or operations. 
All should have a crack at the jackpot—but none 
should be paid unless his performance warrants. 

The general principles above will help you design 
outline of your plan. Then two major questions must 
be answered: 

® How do you set a total bonus sum fair to both 
stockholders and executives? 

® Who gets how much of the kitty? 


How large a total kitty? 

The best bonus plans are based on a sound profit 
sharing formula. In setting a formula, the important 
problems are: 

1. To define the accounting standards to be fol- 
lowed in determining profits. 

2. To fix a percentage fair to stockholders. 

3. To set aside the amount of profits necessary to 
protect long-term dividend rates and stock values. 

The percentage of profit sharing may be graduated 
upward in recognition of the probability that manage- 
ment skill is increasingly responsible for the higher 
levels of profit. On the other hand, we have seen profit 
sharing contracts with percentages reduced as earn- 
ings moved into higher brackets in recognition of the 
fact that increased earnings would come from in- 
creased volume and that this would bring increased 
working capital requirements. 

Capital requirements can also be provided for by 
providing that profit sharing starts only after a stipu- 
lated percentage has been earned on net worth or on 
total assets or on the company’s market value. Or you 
may set a flat dollar sum as the earnings level to be 
reached before profit sharing starts. 

Another approach to protecting shareholders is to 
make the amount of the bonus contingent on divi- 
dends declared. One company gives the executive a 
hypothetical block of stock and pays him a bonus in 
the amount of the dividends declared on that stock. 
Another company has given executives real restricted 
stock options and it pays them a bonus in the amount 
of the dividends declared on the amount of stock op- 
tioned to them. Thus, the executive, without invest- 
ment, gets both the dividend yield and the capital ap- 
preciation on a specified amount of stock. 

In general, the profit sharing percentage should be 
higher as larger amounts are excluded from profit 
sharing to cover the company’s established earning 
power, return on capital, dividend commitments. 

Of course, you can gear bonuses to sales or produc- 
tion instead of profits but the mechanics and princi- 
ples are still the same. 


Who gets how much? 
The best way to distribute a bonus is to set up a 
committee of “nonparticipating directors” whose judg- 
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ment is conclusive. Best concise statement of this 
method that we know is contained in the plan of the 
Van Raalte Co., which provides that: 

“Each profit sharing allotment will be based upon 
judgment of the particular employee’s relative contri- 
bution to the profits of the company, and of his relative 
value to the business. Account will be taken of his 
loyalty, general attitude, enterprise, initiative and 
salary. Each such allotment, and each payment pur- 
suant thereto, will be personal and strictly confidential 
to the employee receiving the same. No payment will 
be made to any employee if it is known that his allot- 
ment has been assigned in whole or in part, or that 
any indebtedness has been secured thereby.” 

Where a bonus plan is based on calendar year earn- 
ings, obviously payments can be exactly computed 
only after the year’s end—yet many employees would 
prefer the money before the year’s end. Similar prob- 
lems can arise where payment is based on a fiscal year 
that doesn’t correspond to employee’s period of great- 
est need. Many plans solve the dilemma by providing 
for advance payment of at least part of the fund. 

Deferred distribution may reduce the executive's 
tax load during the company’s good years, while giving 
him a cushion against bad years. In addition, a de- 
ferred distribution clause gives the executive an in- 
centive to remain with the company. He is usually re- 
quired to earn out the installments, and refrain from 
competition if he leaves the job. 

It’s important not to confuse this type of “deferred 
distribution” with plans that fall within Section 165 of 
the Internal Revenue Code. There is no retirement 
angle here—only the desire to eliminate the drawbacks 
that normally hit any profit sharing device in a bad 
year. 


Pay-off in stock 

Stock bonuses offer another way to give the corpo- 
rate executive a present incentive plus a long-term in- 
terest in his company, exceeding any stake he could 
afford out of his own pocketbook. 

For the company, stock bonus plans have a special 
advantage over other bonus arrangements—the corpo- 
ration’s cash resources are not depleted. For the execu- 
tive, there’s the advantage of having any increase in 
the stock's value taxed as a capital gain. On the other 
hand, the value of the stock as received is considered 
additional income. This means that under today’s high 
tax rates the executive may have to sell a good part of 
the stock to pay the tax on his bonus, unless the com- 
pany pays a cash bonus too. 

Therefore, the question of what proportion, if any, 
of the executive’s bonus should be paid in stock is best 
left to the directors’ discretion so that best individual 
adjustments can be made. The following clause from 
the Pittston Company's plan is ty pical of the type of 
language necessary. If you put a “cash or stock pro- 
vision” in your plan, this provision should go in too: 

“Awards for any year shall be in cash or in stock of 
the company or partly in cash and partly in stock of 
the company, as the directors’ committee in its dis- 
cretion shall determine at the time of the award. The 
stock of the company shall be valued for award pur- 
poses at the average of its closing market prices on 
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the New York Stock Exchange during the month pre- 
ceding that in which the award is made.” 

But, in any event, when a large part of the execu- 
tive’s bonus is paid in stock, the directors must make 
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has earned for the business, the position the employee 
has filled, the going value of the skill needed to fill 
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than other forms of compensation and benefits. —m/m 
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Executive omnipresence 


How to Use a Tare Recorper, by Dick Hodgson and open face 
H. J. Bullen. Hastings House, New York. 1957. 216 AH. — no doors 
pp. $4.95. ' 


Forcefully address your sales people, be present at 
conferences, orient new employees, and conducta plant 
tour—all simultaneously and without being present “in 
the flesh” are just a few of the things an executive can 
do through the proper utilization of a tape recorder. 

In How to Use a Tape Recorder, businessmen will 
find specific categorized commercial uses for these 
units in communications, marketing and training, as 
well as in their own personal operations of dictation, 
telephoning and idea retention. These are listed in 
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Leasing machine tools 


MacuinE Toot Leasinc, by J. L. Treynor and R. F. 
Vancil, Management Analysis Center, Inc., 275 New- 
bury St., Boston. 1956. 147 pages. Spiral bound. $15. 

The tax savings and cost advantages of machine 
tool leasing are covered in this book from the view- 
point of the executive. The basic problem of whether 
to lease or to buy is often considerably complicated— 
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by the existence of over a dozen different leasing 
plans, each with different contract terms covering 
annual payments and length of life. Tax status is also 
a problem to executives seeking to weigh one system 
against another. 

Machine Tool Leasing presents a concise way of 
resolving the problem through use of its “Tables of 
Realization Values.” One table is included for each 
of the 16 leasing plans examined by the authors. 

Once the reader becomes familiar with the tables 
and how to use them, he will find it a simple matter 
to determine whether leasing or buying has the cost 
advantage for any given set of circumstances. 


More profit through improved letters 


How to Write Better Business Letters, by Earle A. 
Buckley, McGraw-Hill Book Co., Inc., New York. 
1957. 4th Edition. 280 pages. $2.96. 


How to open a business letter, how to write the body 
of same, and how to close effectively—are just some of 
the points covered in a revised book now offered to 
the harassed executive with correspondence problems. 
Written as a specific, practical guide for those with 
such troubles, How to Write Better Business Letters 
gives an actual formula for a sales letter, and rules for 
such things as effective dictation, how to improve 
writing styles, and better mechanics of expression. 

Indexed to permit rapid selection of chapters or sub- 
jects desired, the book in lucid terms serves to get 
letter-writing out of the “useless formality” class into 
that of a really productive and effective business tool. 


Techniques for handling major business problems 


COMMON SENSE IN Business: A DicEest oF MANAGE- 
MENT Procepures, by J. Seton Gray, McGraw-Hill 
Co., Inc., New York. 1956. 168 pages. $3.50. 


How to cope with ten major problems arising in 
business is covered in a management guide recently 
published. Successful approaches to these problems 
and techniques for handling them are all outlined by 
the author. His is the voice of experience; he raised 
his present firm from a receivership into a position 
of respect and profit in its field. 

The areas he deals with include management, fi- 
nance, selling, engineering and development, opera- 
tions, direct labor costs, materials cost, overhead, sales 
costs, and administrative costs. Each is analyzed sepa- 
rately—and its relation to the others is brought out. 
Item: emphasis is laid on research and engineering 
for the small business. 

The book, says its publisher, is based on the con- 
cept that nearly everyone feels that his phase of 
business is the most important, but that actually nine 
key areas must function smoothly in an over-all suc- 
cess. How these activities interrelate and how the 
individual manager can make use of these principles 
are covered by the guide. 


Benefits through improved standards 


Work, WorKERS, AND WorK MANAGEMENT, by Adam 
Abruzzi, Columbia University Press, New York. 1956. 
318 pages. $7.50. 

One primary objective of this book is to describe 
how production standards can be improved to the 
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mutual benefit of both management and labor fields. 

Estimating production rates is one of the hardest 
jobs confronting management. How this problem is 
resolved can make or break an enterprise. 

In his latest book, Dr. Abruzzi elaborates his earlier 
notions on time and motion study. He demonstrates 
that, for management, it is all-critical that the rationale 
of the “bargaining game” over production standards 
be clearly understood. Both labor and management 
make judgments on what the standards should be, 
but these are most properly termed value judgments. 
Because this removes standards from factual bases, 
results have often been either blindly favorable to 
management or to labor. 

Terming this the pitfall of classical methods for 
arriving at production standards, the author shows 
how to avoid such dangers. 

He also explains to management how his theory of 
worker motivation is vindicated by advent of the 
automatic factory. Workers have a varying, non-stand- 
ard component to their working makeups. This means 
they can handle the skill-demanding situations in such 
factories. Machines can handle only the rote, stand- 
ardized operations. Therefore proper work(er) as- 
sessment by management will be as necessary in the 
future as it is now. 


How to match the man and the job 


PuysicaL ABILITIES TO Fir THE Jos, by Bert Hanman, 
American Mutual Liability Insurance Co., Boston. 
1956. 145 pages. $2.50. 


How to relate workers’ physical abilities to job re- 
quirements often puzzles management. This well-illus- 
trated little book, complete with manual and forms, 
offers a solution to the problem. 

Admittedly intended for industrial physicians and 
engineers, the book is still written, for the most part, 
in terms understandable to management. 

Contained therein are rules on how best to analyze 
physical compositions of workers. These are coupled 
with breakdown rules for analyzing jobs. Application 
of the two techniques can result in optimum place- 
ment of individuals within your company. 

The book contains plans to help every kind of em- 
ployer. With or without doctors, personnel men, job 
analysts, or others, there is some one plan you can use. 
All plans are tested and proven time and money 
savers based on industrial experiences in America, 
Canada, and Europe. 


The terminology of American business 


AMERICAN Business Dictionary, by Harold Lazarus, 
Philosophical Library, Inc., New York. 1957. 522 pages. 
$10. 

The daily vocabulary of management and adminis- 
trative personnel is defined in this latest business dic- 
tionary. Terms, concepts, procedures, job titles, mone- 
tary units, laws, and abbreviations currently in vogue 
are all clarified by the alphabetized volume. 

In his brief preface, the author says he bore always 
in mind the needs of busy executives confronted with 
unknown terms in their reading and at work. Their 
requirements are for precise but not extended defi- 
nitions. 
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Leave it to a woman to quickly note and 
appreciate work-saving efficiency. But it’s the 
man behind the new Shaw-Walker Work- 
Organized Desk who profits. He gets away from 
the office earlier and is less tired. 

Ingenious Work-Organizing drawers provide 
space for letter trays, paper folio, card files, 
binders and other items that clutter the top of 







“Built Like a 
Skyscraper” 


GHAW-WALKE 


New Work-Organized Desk (a beauty, too) is 


really amazing help in getting day's work done 








“‘As efficient as my streamlined kitchen,” his wife said 


fe knows why he gets home on time now 





ordinary desks. And imagine 
: this! There’s even drawer space 
: for your telephone and waste- 
: paper. Really ingenious! 
With the desk top clear and 
everything efficiently organized 
in the drawers you just can’t help but do more, 
easier. It’s the nearest yet to desk automation. 
Our new brochure ‘““The World’s Most Ad- 
vanced Executive Desk’? shows how to use 
these desks for greater accomplishment. It also 
pictures all models in colorfully decorator- 
planned executive suites. Ask our local branch 
or dealer store or write Muskegon 11, Mich. 


Largest Exclusive Makers of Office Equipment 


Muskegon 11, Mich. Representatives Everywhere 


(Circle number 261 for more information) 
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service! 


Because the IBM is the world’s simplest electric 
in design and operation, it is the most depend- 
able in performance. That’s why, with the IBM, 
loss of valuable office time because of break- 
down is kept to a minimum. In addition, the 
IBM helps turn out more and better typing in 
less time to help boost office efficiency. 

Like anything mechanical, though, your IBM 
Electric will perform best when it receives ex- 
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Another reason why the IBM 1s your best electric typewriter buy: 


IBM gives you the most 
dependable performance 








pert care and servicing. And that’s when you'll 
be doubly glad you chose IBM— because IBM’s 
factory-trained Customer Engineers are noted for 
their prompt, efficient, courteous service. Also, 
IBM’s dependable periodic inspection program 
helps keep maintenance costs to a minimum. 

Remember, when you go IBM you get the 
finest and favorite electric typewriter—and the 
fastest, most efficient service! 


TYPEWRITERS |—OU7S€ECLL ALL OTHER ELECTRICS COMBINED! 
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